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The Triumph 
of Truth 

If the man ever was who believed that the circulation of the 
Woman's Magazine was not what it claimed he is silenced. 
The postoffice receipts of the copies mailed proved it. Acom- 
mittee of the leading citizens of St. Louis, absolutely disinte- 
rested parties, investigated its circulation, and their report 
proved it. Then came the examiners of the Association of 
American Advertisers, a body of advertisers with but one ob- 
ject, and that to learn the truth of circulations, and their 
report proved it. Prowed that every issue of the 
Woman’s Magazine goes into over 
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American Homes 

Each copy in a separate wrapper, each copy going into a 
Home, each copy reaching a Family, means that your 
advertisement will be seen and read in “over” one million five 
hundred thousand Homes, by nearly eight million consum- 
ers each month. No other publication in the world equals 
this record, which is made each and every month by 

THE WOMAN’S 
MAGAZINE 

- 
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Rowell’s American Newspaper Directory 
for 1906 is now ready for delivery; sub- 
scription price $f0. Will be sent carriage 
paid to any address on receipt of price. 

Work upon the revision for the year 1907 is now in hand. Pub- 
lishers who wish to furnish a circulation statement for the year 1906, 
to appear in the Directory for 1907, the 39th annual issue, will be in 
time if their report is received on or before February 15, 1907. 

! * 
The book for 1907 will be issued in May of that year. The sub- 

scription price will be $10, the same as heretofore. 
% * 

The book will report the name of every paper or periodical, the 
day or frequency of issue, will tell its politics or the interest to which 
it is devoted, the size and number of poses, the subscription price, 
the date of establishment, editor’s and publisher’s names, and will 
accord a rating intended to make known its average issues for the 
receding year, to every paper or periodical believed to issue regu- 

‘larly so many as 1,000 copies. For publishing such information 
. there will not be, and never has been, any charge. 

% * 
The publisher’s statement of what has been the number of copies 

rinted for a year, preceding the date of his report, is accepted if 
it sets down the date of each issue and the number of copies pro- 
duced which were complete and sufficiently perfect to be psa to 
‘subscribers or sold to be read, weirs | the total by the figures 
that indicate the number of separate editions, the result showing 
the average edition issued. 

On receipt of five two-cent poseep stamps the publishers of the 
Directory will send, to the publisher of any paper making applica- 
tion, a page from the last issue of the Directory, showing how that 
paper was described therein and the circulation rating accorded. 

On receipt of five two-cent postage stamps the publishers of 
the Directory will send, to the publisher of any paper making ap- 
plication, two copies of a large blank, showing a form for making 
up such a statement of copies printed as will be certain to meet 
the Directory editor’s views, if properly filled in. 

* * 
If a publisher wishes to make any statement in his own behalf, 

to appear in the next issue of the Directory, to follow the catalogue 
description of his paper, he may say whatever he chooses at a cost 
of $1 a line for the matter inserted, which will be designated by ap- 
pearing under the heading ‘‘PUBLISHER’S ANNOUNCEMENT.” Six 
words average a line. If the announcement calls for 120 words or 
more the price paid carries with it a right to a free copy of the 
book (which is sold separately for $10). If cash accompanies the 
copy five per cent may be deducted from the price in consideration 
of advance payment. * * * 

en = dl advertisements to appear in the body of the Directory 
also entitle the advertiser to a free book, and will be inserted { page 
for $20, 14 for $30 and 1 whole page for $50; but these prices 
are doubled if a position for the advertisement is demanded on the 
same page or opposite the one where the catalogue description ap- 
pears of the paper advertised. These prices are also subject to the 5 
per cent reduction if cash, in full payment, accompanies the order. 

Addregs all communications to 

PRINTERS’ INK PUBLISHING CO., 
Publishers of Rowell’s American Newspaper Directory, No. 10 Spruce St., New York. 
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SELLING TALK AND BIG 
SPACE. 

THESE MADE ALL THE DIFFERENCE 
IN THE WORLD IN_ STERLING 
SAFETY RAZOR  ADVERTISING— 
WHEN THE ADS WERE QUAD- 
RUPLED IN SIZE THE COST OF 
ORDERS DROPPED FROM $1.08 TO 
THIRTY CENTS— MAIL ORDER 
POINTS FROM A MAN WHO HAS 
PAID FOR HIS KNOWLEDGE AS HE 
GOT IT, 

P. C. Sherman is president of 
a corporation in New York City 
that entered the advertising field 
Jast summer with a new safety 
razor, and has since been conspic- 
uous in magazine advertising. Mr, 
Sherman had considerable ex- 
perience in general advertising 
before he formed this connection, 

but none at all in the exacting 
field of mail-order publicity, where 
advertising is based strictly on 
keyed replies and the revenue it 
produces. He had spent a good 
deal of advertising money for 
Abbey’s Effervescent Salt, Pond’s 

Extract and other drug and 
grocery specialties. But the ad- 
vertising he has done the past 
few months has taught him many 
new things, 

Fifteen months ago Mr. Sher- 
man saw an advertisement of a 
safety razor called the “Ever 
Ready.” It had twenty-four 
blades, and seemed so good that 
he conceived the idea of under- 
taking to sell it through agents 
instead of advertising. His in- 
terest in safety razors generally 
had been quickened by the success 
of the Gillette. He neglected an 
opportunity to put $5,000 into the 
Gillette Sales Company, and be- 
came sorry soon after this nov- 
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elty was launched, and is sorry 
still. When the “Ever Ready” 
attracted him he made a contract 
with the manufacturer to sell it 
through agents and advertising, 
and in four months’ operations 
oversold the factory. Difficulties 
in getting goods finally led him to 
perfect a razor of his own, the 

Sterling, and organize for its pro- 
duction what he believes is one of 
the most complete factories of its 
kind in the United States. This 
plant, in Water street, New York 
City, turns out everything pertain. 
ing to the Sterling razor except 
the wooden handle and the .raw 
[nglish steel from which’ the 
blades are formed—even to. the 
boxes in which the finished razors 
are packed, 

The first Sterling razors were 
ready to be sold last summer. Mr, 
Sherman began advertising them 
in magazines. His initial adver- 
tisements occupied quarter pages, 
had no picture, and talked razor 
first and ‘selling plan last. This 
selling plan is based on direct 
mail orders, instead of distribu- 
tion through dealers which dis- 
tinguishes some other safety 
razor successes. The Sterling is 
sent free on approval, the person 
receiving it paying $5 in install- 
ments if it proves satisfactory. It 
is sold on a guaranteed agree- 
ment to keep the blades sharp, 
free of cost, forever—quite a 
comprehensive stipulation. 
The first advertising pulled very 

well, but orders cost more than 
a dollar each. The best retutns 
that could be secured cost $1.08 
per order. As the factory organi- 
zation got in shape to turn out 
goods, however, Mr. Sherman be- 
gan to give more attention to his 
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advertising. He recognized that 
his previous training had not been 
along lines likely to stand him in 
stead with this new specialty, and 
therefore sought good advice. 
Lord & Thomas’s New York 
office laid before him plans that 
met approval, and in November, 
1905, the first advertising of an 
entirely new series appeared in 
six magazines. 

“Just before that I had in- 
creased space with the old ads to 
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and two-thirds of the text are 
devoted to it. What the Sterling 
is, how it is made, why it is 
worth $5, are details interwoven 
into the selling arguments so that 
the latter are never lost sight of 
for a moment. 
“From the half-dozen maga- 

zines used in November, a single 
full-page insertion, we received 
inquiries that resulted in more 
than $10,000 worth of sales. The 
list comprised Everybody's, Suc- 
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half pages,’ Mr. Sherman said 
lately, “and the increase in in- 
quiries pointed to page spaces as 
the logical thing. The new ads 
were illustrated with the razor, 
to show, what it was, and my own 
portrait, to show that somebody 
stood behind it, and the whole 
tenor of the text was amplified 
and broadened. Our selling plan 
is the strongest feature that can 
be put’ before a man until he gets 
the razor itself, so the headings 

cess, Review of Reviews, Ains- 
lee’s, Popular Monthly and one 
other whose name I do not recall 
at the moment, but a cheap one. 
In five weeks Everybody's pro- 
duced $1,600, and Success $1,000. 
The cost of orders was brought 
down to a general average of 
thirty cents, but the cheaper me- 
dium went lower than that. The 
Popular Monthly fetched orders 
for twenty-three cents apiece. 
This magazine was a surprise. It 

(Continued on page 6. 
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By joining an exclusive club a man achieves 
a certain social prestige. Such a membership is 

a hall-mark of social approval. The Saturpay 

Eveninc Post has an exclusive club—its adver- 

tising columns. They are open to honest, appro- 

priate advertisers exclusively. 

Such a censorship of our advertising columns 

protects our readers, and reacts in the increased 

confidence which they feel toward advertisers who 
are admitted. The advertiser whom we know to 

be dishonest cannot buy his way into our pages; 
the advertiser who is admitted pays for white 
space only; the moral prestige is free. 

(750,000 cach week.) 
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is one of the comparatively new 
story periodicals selling for ten 
cents, and supported by its read- 
ers, so that little advertising is 
carried yet. Results led to trials 
of several other magazines of the 
same character, notably Mr. 
Munsey’s new Scrap Book, and I 
want to say that we ask nothing 
better than the opportunity to get 
into such mediums while their 
rate is low and their advertising 
section thin. 
“When we laid out the Novem- 

ber advertising my associates here 
were distrustful. They are men 
who have built up successful busi- 
ness houses in lines where adver- 
tising is not common. While I 
had faith enough in advertising, 
it would have been difficult to 
demonstrate to me that a man 
could put himself in a position 
where it was impossible to fill 
orders for a $5 razor as fast as 
they came. Yet we are to-day 
2,200 orders behind, and they are 
pouring in at the rate of 150 and 
160 a day. This is the product 
of an advertising expenditure of 
$2,000 a month—we set out in the 

first place to spend $30,000 a year. 
“Among the mediums that have 

been used since then, thirty or 
thirty-five altogether, we have 
simmered down to about a dozen 
that pull business profitably. 
Among them are the Literary 
Digest, Public Opinion, System, 
Business Man’s Magazine, Col- 
lier’s, Saturday Evening Post and 
those named in the first list. 
Everything is on an absolutely 
known basis, replies coming to 
keyed addresses, and then finally 
checked by the actual orders re- 
ceived. In addition to this, we 
send a weekly report on each pub- 
lication to Lord & Thomas, who 

compare it with returns from 
other clients’ reports. Occasion- 

ally I have placed an advertise- 
ment for friendship’s sake, but in 
every case the result has been 
unprofitable, and I want to give 
Lord & Thomas credit for the 
skill with which they have select- 
ed mediums. There has been no 
waste. We have tried many me- 
diums that did not prove profit- 
able, but one trial demonstrated 

what was unproductive for our 
proposition, and the medium was 
quickly cut off. Some of the 
minor magazines have shown sur- 
prising qualities, but it is our ex- 
perience that the high-grade 
standard monthlies do not bring 
good returns. Quality magazines 
so-called are not for us. We 
need circulation. A safety razor 
is a broad, democratic proposition, 

“Our schedule now consists of 
a half-dozen magazines each 
month—a few mediums of known 
worth which we use with big 
space. Next to large space, the 
thing that pays best is position, I 
should like to be able to command 
back cover pages in every good 
medium that we are using. We 
have just contracted for twelve 
back cover pages in Public Opin- 
ion, and some time ago made a 
similar contract for the Literary 
Digest, the ads extending over a 
year. These positions cost more 
than inside pages—nearly double. 
Yet we know to a certainty that 
they pay better, even considering 
the greater cost. The back page 
of the Literary Digest brought 
fifty per cent better returns, de- 
spite the charge for special posi- 
tion, and led us to take twelve of 
them. I should like to be in posi- 
tion to take back cover pages in 
the Saturday Evening Post, but 
our present appropriation will not 
permit it. Our ads in that pub- 
lication average 220 lines. In the 
first mail from one of them we 
received 320 orders, and from an- 
other the first mail on Monday 
morning brought 267 orders. The 
Saturday Evening Post brings an 
exceptionally fine class of replies, 
which means something to us, as 
I will explain presently. Next to 
back cover pages I prefer the in- 
side page facing the third cover 
page. Is there any deep psycho- 
logical reason why these positions 
pay? None that I know of. The 
advertisements are simply where 
more readers see them. 
“We do not use the magazines 

month after month, but alternate 
them. A_ good advertising me- 
dium is like a good razor—it 
needs a rest. In Everybody's, for 

example, when a month’s business 
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aggregating $1,500 to $2,000 has 
been produced, we leave the ad- 
vertisement out for an issue or 
two, giving an interval for re- 
cuperation. One feature of pres- 
ent advertising conditions has 
struck me favorably—that is the 
anxiety of advertising managers 
of good publications to have an 
advertiser use only as many in- 
sertions as will bring him ade- 
quate results. When I proposed 
to take twelve back covers of 
Public Opinion the other day Mr. 
Watt, its advertising manager, 
was a little more scared than 
pleased. But our proposition is 
different from others in that we 
have two kinds of razors to offer. 
Besides the Sterling Safety there 
is the Sterling Old Style Inter- 
changeable, a razor of old-fash- 
ioned form, but fitted so that 
twelve adjustable blades can be 
used in succession. By alternat- 
ing these two styles of razor we 
appeal to different classes of read- 
ers, and so can pull out of a good 
magazine double the returns pos- 
sible for a safety razor alone. It 
is no longer good policy for a 
magazine to take an advertiser’s 
money indiscriminately. A_ fail- 
ure to obtain results, if caused by 
too frequent insertions or the ac- 
ceptance of business that will not 
pull in a given medium, gets 
noised about nowadays and is de- 
trimental. The failure of an ad- 
vertiser who is making weekly re- 
ports to Lord & Thomas's records 
is something no magazine pub- 
lisher cares to be responsible for. 
Consequently, graft is disappear- 
ing. The magazines are also 
scrupulously careful what they 
print in the way of offers, Our 
agreement to keep all razors sold 
by us in good condition forever 
has led in many cases to strict in- 
vestigation of our ability to per- 
form what we promise. If we 
were unable to do this our busi- 
ness would not appear in some of 
the magazines. But this offer is 
based on several months’ experi- 

ments to determine its practic- 
ability. With our factory organi- 
zation we can carry it out at no 
expense. It means so much to us 
in good will, advertising and new 

business, and we are so constantly 
in the thoughts of those who buy 
from us, that we should be glad 

to make the same offer if the cost 
of fulfilling it were considerable.” 

“Do you send out razors indis- 
criminately upon receipt of a 
postal inquiry, Mr. Sherman?” 
“We have done so. It was one 

of the mistakes we made in the 
outset—a deliberate mistake, 
though, carried out to secure a 
record. I began with a deep, 
abiding faith in human _ nature, 
and to test this faith we mailed 
3,000 razors to the first comers 
on their simple request. From 
thirty per cent we were never able 
to collect anything. One man in 
every three was a dead-beat—per- 
haps not so high an average, all 
things considered. When we had 
given human nature a chance to 
prove itself, and it had failed, and 
we had our record on this detail 
so that there would never be any 
doubt, we quit. Then the present 
system was devised. This has 
been worked out to a nicety in six 
months. When a man sends us a 
postal request we mail him our 
literature, which instructs him to 

make application for a razor on 
approval, without any advance 
payment, sending with his letter 
a reference to introduce and 
vouch for him. If the applicant is 
obviously good we do not investi- 
gate his reference. If J. Pierpont 
Morgan were to write in person, 
for instance, no inquiry would be 
needed—and J want to assure you 

that a very large proportion of 
applications come from this ob- 
viously responsible class. Where 
there is room for doubt we write 
to the reference given, asking for 
confirmation of responsibility, and 
when this is received the razor 
goes forward. In cities of 100,000 
or more a personal investigation 
is made through attorneys to 
whom we send names of appli- 
cants and references. Every city 
of considerable size has attorneys 
who perform such services, whe 
are regularly listed in a_ special 
mercantile periodical published for 
the purpose. In places under 
100,000 population the inquries 
are not numerous enough to make 
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such investigation profitable to an 
attorney. We discriminate in 
references—for example, a man’s 
employer is not considered good 
because our letter of inquiry may 
fall into the applicant’s hand first. 
We also have a system whereby 
the obviously irresponsible appli- 
cants are sifted out—it has been 
found not advisable to attempt to 
do business at all with private 
soldiers in the army or navy, or 
with any other class that has a 
shifting residence. As applicants 
are all men, they naturally fall 
into a dozen or so classifications, 

each of which has its relative 
position as a risk, either good 
or bad. The best class is that of 
business men—people like you and 
I, employers or a good grade of 
employees, who live in a world 
where obligations are met and 
fulfilled, and depend for a living 
on others meeting them. It is 
difficult to say what class comes 
second as a good risk, for sev- 
eral are about even. But I'll tell 
you what is the worst class, and 

it will astonish you. The people 
whom we find most lax in mak- 
ing payments for razors, and most 
likely to steal them outright are 
ministers of the Gospel. After 
them come lawyers, and the third 
worst risk is found among actors, 

But the percentage of losses 
under our present system is very 
small. Do you know where we 

lose most razors? In the mails. 
Dear old Uncle Sam’s postoffice 
is responsible for more disappear- 
ances than any other channel. 
Clerks steal them. Just the other 
day an inspector informed us, 
after complaint, that a clerk had 
been detected and discharged. 
Under our close margin of profit 
we cannot send razors by regis- 
tered mail. Practically all our 
sales are made on approval. In- 
vestigation necessitates holding up 
the order a week, and this fre- 
quently brings us hard words 
from an applicant who assumes 
that our advertised promise is not 
to be kept. But on the whole we 
move along smoothly.” 
“Have you tried newspaper ad- 

vertising, Mr. 
“Yes, 

Sherman?” 
in the New York Times 
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and Sun, and with results as good 
as from the best magazines for 
one insertion. After that the 
newspaper orders fell off to noth- 
ing at all. I can’t understand 
why, for I am prejudiced in favor 
of the newspapers. We want to 
reach men, and every woman who 

reads a magazine in which we ad- 
vertise is waste circulation for us, 
Newspapers give the highest type 
of male circulation, except from 
such magazines as System. What 
a grand thing it would be if some 
publisher could get a million cir- 
culation for a Gentleman's Home 
Journal. 
“We have tried the farm papers 

superficially. I am  farm-bred, 
and think I know what appeals to 
farm folks, and have confidence 
in our goods for that trade. 
But trials in one farm paper ot 
wide circulation proved it a poor 
puller. We may try out others 
later. The religious journals have 
come to us for business, and call 

attention to the fact that ministers 
have to shave. But our experi- 
ence with ministers has not been 
encouraging. After all, what we 
want is the general public that 
reads the magazines. If a man is 
a desirable prospect for us we 
seem to reach him there. From 
200,000 to 300,000 young men 
come to the shaving age every 
year in this country the life in- 
surance companies say. If we 
can get that clientele we will 
have all the business we can take 
care of. Then, it has been 
demonstrated to my _ satisfaction 
that the man who buys one razor 
buys several, either of the old- 
fashioned type or the safety. 

“T have not been able to detect 
any difference betweeen results 
from monthly magazines and 
national weeklies. Replies come 
from the weeklies a little more 
quickly, but it is a curious fact 
that the weekly will produce busi- 
ness as long, and in as good vol- 
ume as the monthly magazine. We 
are still receiving orders from our 

advertisement in*Collier’s that ap- 
peared last summer, nearly a year 
ago. The weekly seems to pass 
about from hand to hand like the 
monthly, and to be preserved as 
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long. Some of the weekly maga- 
zines have been disappointing, 
not on account of circulation, but 
because they have not enough 
masculine circulation for us. I 
might add in fairness to the re- 
ligious journals that one weekly 
of religious tendency pays us very 
well—the Outlook. It is also a 
publication that one might think 
had a large proportion of feminine 
circulation. But men read it and 
answer ads. 

“Besides the strong selling 
quality of our present copy, I be- 
lieve the length of the ads has 
much to do with their effective- 
ness, The quarter-page announce- 
ments employed first aimed at 
brevity. But this later copy tells 
our whole story in full, covering 
every point so that there is no 
chance for misconception on the 
part of a reader. It is a $5 article 
we sell, remember, and that is a 
good deal of money to pay for 
a razor. Where such a snug sum 
is involved people like to read a 
full page of talk, the length of the 
ad holds them a few minutes 
instead of a few seconds, and a 
more definite impression is made. 
For general publicity the brief ad- 
vertisement may still be advisable, 
but for many reasons the adver- 
tisement that sells must be meaty, 
and have body, and be something 
that is worth sitting down to and 
thinking about.” 

Jas. H. Coxtins. 
>- 

A sIncte strand of hair will cause 
a fellow to shove the butter to one 
side, just as a single suspicious sen- 
tence in an advertisement may cause 
him to turn over the page of the paper. 
—Agricultural Advertising, 

ees 

“ApvERTISING”’ like charity, should 
begin at home. He who neglects the 
“Home Market” to go after outside con- 
sumers overshoots the mark.—Commer- 
cial Union, 

—+>—_—- 

Lincoln Freie Presse 
GERMAN WEEKLY, 

LINCOLN, NEB. 
Tairesthe place of 280 County weeklics at 

1-10 the «ost. Great saving in book keeping, 

postage and electros. Rate, 35 ceuts. 

Actual average circulation 149,281. 

Taking into consider- 

ation the number of 

copies sold, the char- 

acter of the circula- 

tion and the price 

charged for advertis- 

ing, THE CHICAGO 

RECORD - HERALD 

is the best advertis- 

ing medium in the 

United States. It is the 

only morning paper 

in Chicago that tells its 

circulation every day. 

The market place of the State 

of Iowa is in the columns of 

Iowa’s greatest newspaper, 

Che 

Des Moines 
Capital 

The Avril circulation was 48,488. The 
CaPITAL’s circulation, city and cou»try, 
is the largest in Iowa and the largest ever 
attained by an Iowa newspaper. The char- 
acter of the CaAPITAL’s circulation is fixed 
by the great citizenship of the State of Iowa, 

If you want vusiness in this ~tate, the 
CaPiTAL is the newspaper to get it for vou. 
That the CAPITAL is appreciated yeu will 
understand when you know that for the 
first four months of this year it has pub- 
hshed more advertising in six issu-s 3 week 
than any competitor in seven issues a week. 
The rate is 5 cents a line, flat, for display; 

6 cents a line for classified. 

EASTERN OFFICEs : 

NEW YORK, CHICAGO, 

166 World Building. 87 Washington St. 

LAFAYETTE YOUNG, Publis*er. 
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‘PROTECTING THE AGENT. 

THE PHILADELPHIA “BULLETIN” 
HAS A YEAR’S EXPERIENCE, AND 
FINDS IT COSTLY, YET WORTH 
WHILE—ONLY A FEW LARGE AD- 

VERTISERS WHO DEMAND THE 

COM MISSION. 

A year ago the Philadelphia 
Evening Bulletin adopted the 
policy that has long distinguished 
the Chicago Daily News and 
Boston Globe among daily news- 
papers (and very few others)— 
that of refusing the agent’s com- 
mission to any advertiser plac- 
ing business direct. The an- 
nouncement was made at the time 
of issuing a new rate card. 
“What has been your experi- 

ence?” was asked William Simp- 
son, business manager of the 
Bulletin, the other day. 
“We find it rather expensive,” 

he replied. “Because we refuse 
the commission to advertisers 
who place direct we have lost 
some large business. Yet, on the 
whole, it gives us a better stand- 
ing with agents, and will serve to 
differentiate the Bulletin as time 
goes on. The Bulletin is the only 
newspaper in Philadelphia that 
has adopted this policy of pro- 
tecting the agent.” 
“How many advertisers place 

direct and demand the commis- 
sion?” 

“Very few. The Pacific Coast 
Borax Company is one, and we 
lost its large copy a few months 
ago because the commission 
would not be allowed. Hood’s 
remedies, Royal Baking Powder, 
the United Drug Company, of 
Boston, Father John’s remedies, 
of Lowell, Mass., and Blood 
Balm, of Atlanta, are others, all 
of whom correspond direct with 
the newspapers, demand the com- 
mission and refuse to place busi- 
ness without it. Some publishers 
refuse Postum Cereal and Grape 
Nuts, which comes through the 
Grandin agency, of Battle Creek, 
said to be maintained by Mr. 
Post, but we _ recognize the 
Grandin «agency. The chief evil 
bred by granting commissions di- 
rect to large advertisers is not 
that other large advertisers are 
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induced to place their own busi- 
ness and demand the commission, 
but in the effect of the practice 
on small advertisers. Almost as 
soon as a small advertiser begins 
using space he learns that the 
agent’s commission is allowed di- 
rect by many publications, and 
that some advertising agents also 
split it with advertisers. The fact 
that he may get back some of this 
ten per cent stands out more 
prominently in his eyes than good 
service and often leads him into 
disaster. If there were no prece- 
dent he would never think of a 
refund. The idea that other ad- 
vertisers get something back is of 
more consequence to him than the 
amount he will save. Anyone is 
willing to pay the price for space 
so long as nobody else is getting 
it cheaper. In Philadelphia no 
commissions are paid on local ad- 
vertising. This has led to some 
complications. Not long ago a 
local agent came in to ask if he 
could have the commission on 
some realty advertising he was 
placing for a company in Colling- 
wood, N. J., a suburban town. We 
said that he could not, as we con- 
sidered it local business. He made 
no protest. 

“*You seem to take that pretty 
easy,’ I remarked. 
“Why, surely,’ he replied; ‘I 

know that if I can’t get the com- 
mission on Collingwood advertis- 
ing no other agent can, and that’s 
all I want.’ 

“This is the attitude of adver- 
tisers, too. So far as the effect 
of protection of the agent on our 
business can be traced, we have 
found no general expressions of 
approval or any startling increase 
in advertising from the agencies. 
Yet the effect is none the less 
good, and we shall not change our 
policy. It means just another de- 
tail in the stability of the Bulle- 
tin, and was adopted, not for 
theatrical results, but as a matter 
of justice and sound business. 
Perhaps this policy might have 
had wider effect had we adver- 
tised it more generally through 
the year, but since the first an- 
nouncement it has hardly been 
mentioned,” 
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(A Roll of Honor } 
(FOURTH YEAR. 

Noamount of money can buy a piace in this list fora paper vot having the 
requisite qualificauion. 

Advertisements under this caption are accepted from publisners who, accord- 
ing to tne 1906 issue of Rowell’s american Newspaper Direcrory. have submittea for 
that edition of tne Directory a detailea circulation statement. auiy signed and dutea 
also from publishers 
Directory, 

wno for some reason failed to obtain a figure rating im tne iM 
but have since supplied a detailed circulation statement as described above, 

vovering a period of twelve months prior to the date of making the statement, sucn state- 
ment being available for use in the 19C7 issue of tne American Newspaper Directory. Cir- 
culation ngures tn the ROLL OF Honor of the last named enaracter are marked with an (si ). 

These are generally regarded the publisners who believe that an advertiser has a rignt 
to Know wnat ne pays his nara casn for. 

The full meaning of the Star Guarantee is set forth in Rowell’s American 

No publisher who has any doubt that the absolute accuracy of his circulation 
an wspaper Directory in the catalogue description of each publication possessing 

it. 
statement would stand out bright and clear after the most searching inv estigation 

would ever for a moment consider the thought of securing and using the Guarantee Star. 

ALABAMA. 
Birmingham, Ledger. dy. Average for 1905, 

22,069. Best advertiarng medium in Alabama. 

ARIZONA. 
Phoentx. Republican. Daily aver. 1905,8.881. 

Leouard & Lewis, N. Y. Reps., Tribune Bldy. 

ARKANSAS. 
Fort Smith, Times. dy. Act. av. 1905, 

Actual aver, for Oct., Nov, aud Dec., 1905, 

CALIFORNIA. 
Mountain View. Signs of the pelos: Actuai 

weekly average for 1905, 22.530 

Oakland, Hera ld. Arerage 

1905,10,260. Ouly Pucitic Coast 

daily circulation guaranteed by 

Rowell’s American Newspaper 

Directory. 

GLA UA 
yAN 
TEED 

Oakland, Tribune,evening. Average for 12 
months ending December #4, 1905, duily 18,431. 

San Francisco, Call, d’'y and S’y. J. D. Spreck- 
els. Actual daily average for year ending 
Dec. 1905, 62.941; Sunday, 85,815. 

San Francisco. Sunset Magazine, monthly, 
literary; two hundred and eigut pages, 5x8. 
Circulation 1904. 48.916: 11 months 1905, 
69,545. Home Offices, £31 California Street. 

&en Joae. Morning Mercury and Evening 
Her ld Average 1905, 10,524. 

COLORADO. 
Den ver. Clay’s Review, weekly; Perry A. by 

Actual aver. Jor 1904, 10,926, for 1905, 11.68 

Denver, Post, daily. Post Printing and Pub- 
lisning Co. Aver. for 1965, 44.820; Sy 60.104, 
Average for Mar. 1906, dy. 50,152; sy. 70.516, 

§~ The absolute correctness of the latest 
circulation rating accoraed 
the Denver Post is guaran- 
teed by the publishers of 
Rowell’s American News- 
paper Directory. who will 
pay one hundred dollars to 
the first person who euccess- 

fully controverts its accuracy. 

CONNECTICOT. 
Ansonia, Sentinel, dy. Aver. for 1905, 5.022. 

E. Katz, Spec. Agt., 2 

UA ae ey 

TEED 

\ 

astcoart. Evening Post. Sirorn daily ar. 
11,025, FE. Kutz, Spec. agt., N. Y. 

Detderetet, Telegram-Union. Sworn daily 
av, 195.10,171. E. Katz. Spec. Ayt.. N.Y. 

Merlden, Jourea evening. Actual arerage 
Sor 1905, 7.5387 

Meriden, Pa. Kecord and Republican, 
Daily average for 1905. = 8. 

New Haven, Evening Register. daily. Actual 
av. fors905, 18.711: Sunday, 11.811. 

New Maven, Paliadium, dy. Arer. 1904, 7.8573 
Katz, § N.Y. 1905, 3,636. £. Sp. Agt. 

New Haven. Union. Average 1905. ne Med 
ist 3 mos, 196. 16,486. EF. Katz, Spec. Agi.. 

New London, Day. ev’g. Aver. 1905, 6,109, 
E. Katz., Spec. Agt..N. Y. 

Norwalk. Evening Hotr. Daily arerave year 
endiigy Dec.. 1902, 3.170. rilcire., as cert: jied 
by Ase’n am. Adv’rs.all returns deducted, 2.869. 

Norwich. Bulletin, morning. oO shamed Jor 
1904, &.850; 195, 5.920; now, 6,8 

Waterbury. Republican. dy. rer. a 1905. 
5.648. La Coste & Maxwell Spec. Ayeits, N. ¥ 

DISTRICT OF COLUMBIA. | 
Washington, Evening Star, daily and Sun- 

day. aily averuye for 195. 85.550 (@®©). 

FLORIDA. 
Jacksonville. Metropolis, dy. Ar. 1904, %.760, 

Averuge 195,5,930. E. Katz, Sp. Agent. Nee 

GEORGIA. 
Atlanta. Constitution. Daily arerage 1905, 

38,9903 Sunday, 45.751. 

Atlanta. Journal, dy. Av. 1905, 46. O38. Sun- 
day 47.998. Sems-aweeicly 56.781 April, 1.06, 
dy , 3.267; Sun., 52.616; semi- wy, + 4.281. 

Atlanta, News actual daily ee am 
24.402. S.C. Becir with. Sp. ag.. N. Y. hi. 

Auguata. Chronicle. Only morning paper. 
1905 average. 6,043. 

Nashville, Herald. Average for May 4. 1905. to 
May |, 196, 1.457. Richest county in 8. Georgia. 

ILLINOIS. 
Aurorn. Daily Beacon. Daily arerage for 

1905, 4.580% yirst three months of 1906 5.913. 

Cairo. Citizen. Daily ye January. Feb- 
ruary and Murch, 196, 1,512 

Champaign. News, wre Sour months 1906, 
daily, 3.076 ; weeklu. 8.446 

Chicago, Examiner. Average for 1905. 144, 
R06 copies dailu; #% of circulation in ety; 
laruer city ¢ reul ition than any two other Chi- 
cago morning pnaners combined. Examined by 
4ss0c:ation of American Advertisers. Smith 
Thou psor., Representatives, 
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Chiengs. Bakers’ Nelper, monthly ($2.00). 
Baers’ Heiper Co. Arerage sor 195, 4.100(Q@). 

Chicago, Breeders’ Gazette. weekly, %2.00 
Averaye circulation 1905, tu Dee. cist, 66.605. 

Chiengo, Dent: al ~ Review, monthly. Actual 
averuge for 1905, 3,708. 

Chicago. Farm Loans and “ity Bonds. Lead- 
ing investment paper of the United States, 

Chicago. Farmers Voice and Naticnal lural. 
Actual aver., 195, 30.7 00, Jun,, 106, 42,460. 

Chicago. Gregg Writer. monthly. Shorthand 
and Typewriting. Actual areruye 1904. 13.700. 

Chieago., Inland Printer. Actual average c’r 
oulution Jor 195, 15.866 (@O). 

COhieago, Orange Judd Farmer. Only agricul- 
tural weekly covering the prosperous Western 
States. Circulation is never less than 90.000, 
The count made Oct. 20. 1905, showed 85,120 
paid subscribers. keaches nearly 90% of the post- 
offices in Nebraska; 80% of the postoffices in 
Illinois. Michigan. Wisconsin, Iowa and Minn- 
esota; half the poxtoffices in Indiana and Kansas 
and two thirds of those in the Dakotas. All ad- 
vertisements guaranteed. 

Chicago, Recora-Heraiu. Arerige 1904, darly 
145.761, Sunday 199.400. sveruge 15, daily 
146.456, Sunday 204.559. 

&2@The absolute correctness of the latest 
circulation rating accorded 
the Chicago Record-Herald 
is guaranteed by the pub- 

AN lishers of Rowell’s American 
Newspaper Directory. who 
will pay one hundred dollars 

to the first person who successtully con 
troverte its accuracy. 

Chieago, Svenska 4 RT ne. Sworn 
average December, 1905. 21,7 

Chieago. System. monthly. System Co. 
puo. Eastern office i Madison Ave.,N. Y. Arer- 
7 ‘or year ending, March, 1906, 50.556. Cur 

average in excess of 60.000. 

Chicago, The Tribune has the largest two cent 
circulation in the world, und the largest cireula 
tion of any morning newspaper in Cuicago. ihe 
TRIBUNE is the only Chicago newspaper receiv- 
ing (© ©). 
Peoria. Evening Jceurnal, ners and Sunday. 

Sworn daily average for 125, 15.4 

Peoria. Star, evenings ana Sunday morning. 
Actual average for 195, d'y 21,042. S’y 9,674. 

INDIANA. 
Butler. Epworth League N gpanney A Sworn 

average for 1105,16,500, Aav. rates low. brof- 
itable medium for mail-order specialties 1 
womenand young neople. “Best results for the 
money ,” “Most profitable adv. wehave,” they say 

Evanaville. Journal- News. Ar. for 1905, ad x2 
040, Sundays over 15. 15.000, E. Katz, 8. A 

Indianapolis, Up-to- p-to-Date Farming. 1905 av., 
156,250 semi-monthly; 7bc. a line. Write us 

Notre Dame. The Ave Maria, Catholic weekly 

Actual net average for 15, 24.390 

Prineeton, Clarion-News, daily — weekly. 
Duily average 195, 1,447; weekly, 2,597. 

 — Sun-Telegram. Sworn av, 1905, dy 
3.7 
nanos Rend. Tribune. Sworn daily arerage. 

1905, 7.205. Sworn aver. for April, 196, 8,074. 

IOWA. 
Davenport. Times. Daily arer. April, 11.966, 

Circulation in City or total guaranteed greater 
tuan any other pauper or no pay Jor space. 

Dea Moines. Capital, aaily. Lafayette Young 
puilisher. Actual average sold 195 39.17 
Present circulation orer 40.000, City and State 
errculation Jarvest n Iowa. More local adrertis- 
ing in 1905 in 342 issues than any competitor im 
365 issues. The rate sire cents a line. 

Dea Moines, Register and Leader—daily and 
Sunday—carries more “Want” and local display 
advertising than any other Des Moines or Iowa 
paper. Averuge circulation for <pr.,dy.27,64%. 

Keokuk, Gate City, Daily av. 1904, 3.1453 
1905, 8.406. 

Muscatine. (lournal. Dai Daily av. 1905, 5,882. 
Semi-weekly 3,0 

Sioux otts, Journ daily. wey for 1905 
sworn, 24.961. av. sor » 1906, 26,708, 
Prints must news and most foreign and local ad- 
vertising. Read in su per cent of the homes tn city. 

Sioux Clty. Trioune. Evening. Net sworn 
daily, average 1905, 24.287 : Feb.. 1906, 26.426, 

he paver of largest paid ‘circulation. Ninety 
per cent of Sioux City’s reading public reids 
the Tribune. uly Lowa paper that haa the 
Guurunteed Star. 

KANSAS. 
Wutehineon, News. Daily 1905, 8.485. LE. 

Katz, Special Ageut, N. Y. 

KENTUCKY. 
A a > Leader. Ar. 705, evg. 4.694. Sun. 
6.168, . Katz, Spec. Agt. 

Loulaville. Times. Daily average year ending 
June sv, 195, 86.02 o (8). Be Beckwith Agency, Rep. 

Ow PT Inquirer, D; Dy. av., 1905, 1.918; 
\pr., 06, 2,417. Payne & Young, N.Y. and Chic, 

Paduenh. Journal of Labor, wkly—Accepts 
only the best class of advertising und brings 
results trom the best class of wage-workers. 

LOUISIANA. 
New Orleans. item. official journal of the 

vity. Av. cir. for Jan., Feb, and March, 16, 
25,864; av. cr. Jan., 196, 24.618: for Feb., 
1906, 25.419; for March, 1906, 26. 0693 for April, 
1906, 26,090. 

MAINE. 
Augusta. Comfort,mo. W. H. Gannc‘t, pub. 

Actual averaye Jor 195, 1.269.578. 

Augusta, Kennebec Journal, dy. and wy. 
Average daily, 1905. 6.986. weekly, 2.000. 

Bangor. rea Average Jor 1905, daily 
9.453. weexcly 29.1 

Dover. Piscataquis Upserver. 
average 195. 2.019. 

Le “winton, Evening Journal, caily. Aver. for 
1905, 7.898 (OO). weerly 17.448 .O ©). 

Phillins, MaineWooas ana Woodsman. weekly, 
J, W. Brackett Co, Arerage for 195, 3.077%. 

Actual weerly 

Portland, Evening Express, Arerage for 1905, 
duily 12.005. Sunday Telegram, 8,428. 

MARYLAND. 
Annapolis. U.S Naval Institute, Feoenting 

of 3q.; copies printed ar.ur ena’g Sept. 1905,1,63 

ee, American. dy. Av.42mo. toJan 31, 
‘6, 64,138 Sun., 59.942. No return priv tleye. 

Sittin, News, daily. Evening News Pub- 
lishing Company. Average 1905, 60,6738. Four 

ae af. 1906, FQ .TO9, 
he absolute correctness of the 

P latest circulation rating accorded 
Ae the NEws is vuaranteed by tne 
AN ubdlishers of Rowell's American 
TEED ewspaper Directory. who will 

, pay one hundred do lars to the 
Jirst person who successfully con- 

troverts its accuracy. 

MASSACHUSETTS. 
Boston, Evening Transcript (OO). Boston’s 

tea table puper. Largest amount of week day adv, 

Boston. Globe. Averaye 195, daily, 192.584. 
Sunday, 299.648. “Lurgest Circulation Daily 
of any twocent raner wn the United States. 
100,000 more circulation than any other Sunday 
paper tn New Englund” «dvertisements go in 
moruing and asternoun editions for one price. 

-2~ The absolute correctness of the latest 
circulation rating accorded 
the Boston Globe is guaran- 
teed by the publishers of 
Rowell’s American News- 
paper Directory, who will 
pay one hundred dollars to 

‘he first person who successfully cone 
troverts its accuracy. 

SS Tosa 
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Boston. Post. Average fur April, 1906, Boston 
Daily Post. 241.216; Boston sunday Post, 251.- 
089. Daily gum over April, 495, 16.6843 
Sunday guin over April, 195. 59.722. Flat 
rates, r. 0. p. daily. 2v cents; Sunday, 18 cents. 

el lead Breakfust Table Paper of New Eng- 
aud, 

Fall River. News. Largest cir’n. Daily ar. 705, 
6.663.246). Robt. Tomes, Rep., 116 Nassuu St.. N.Y. 

Springfield. Farm and Home. National Agri- 
cultural semi-monthy. Total paia circulation, 
872.564. Distributed at 569.164 postoffices. 
Eastern and Western editions. Al) advertise- 
ments guaranteed, 

Springfield. Goou Housekeeping,mo. -iver- 
aye 15, 206.083. No issue ess than 200.000, 
all advertisements guaranteed. 

Springfield. New Kngland Homestead. coy 
important agricultural weekly in New Englan 
Paid curculation, 40,000, Reaches every post- 
office in Mass. k.1.. and Conn., and all in Ver 
mout, New Hampshire and Maine. except a few in 
the woous. All advertisements guaranteed, 

Worcester. L’Opinion fublique, dal!'y (© ©). 
Paid average Jor 1905, 4,295. 

MICHIGAN. 
Adrian. Telegram Dy. av. last three months, 

195, 3.151. Payne & Youngs. Specials. 

Grand Rapids, Kvening Press dy. Average 
1905, 40.456, Covers Western Michigan. 

Jackaon, Morning Patriot, areruge February 
906, 5,365; Sunday, 5.988; weekly. 2.815. 

Saginaw. Courier-Heraid. daily, Sunday. 
Averaye 195,.12,894: April, 1906, 14,124. 

Saginaw. Evening News. daily. Average for 
1905,16,710. April, 1906, 19.726, 

MINNESOTA. 
Minneapoiia. tarmers’ Tribune. twice a-week. 

W.J. Murphy, pun. Aver. for 1905, 46.428. 

Minneapoiis. Farm, stock and Home, semi- 
monthly, Actuai average 195, 87,187; first 
three months 1906, 96,7835. 

The absolute accuracy of Farm, 
Stocic & Home’s circulation rating 
is guaranteed by the American 

(Lal we Newspaper Directory. Circulation is 
AN practically confined to the Jurmers 
gaa) of Minnesota. the Dakotas. Western 

Wisconsin and Northern lowa. Use 
it to reach section must prontably. 

Minneapolls. Journai, Daily and Sunday. 
In 1905 average daily e:rculation 67.388. Daily 
average circulatior for april, 196, TL.T5S. 
Aver, Sunday circulation, April, 1906, 71.557. 

The absolute accuracy of the 
Journal's circulation ratings is 
guaranteed by the American News- 

GUAR per Directory. It reaches a 
AN greater number of the purchasing 
TEED classes and goes into more homes 

tha: any — in its jield. It 
brings results 

Minneapolia, School Kducation, mo. Cir. 1906, 
9,85u. Leading educationai journal inthe N.-W. 

Winneupolia Tribsne. W. J. Murpby, pub. 
Est. i867, Oldest Minneapolis daily. The Sunday 
Tribune average per rssue for the first three 
montns of 1906 wag 82.709. The daily Tribune 
averuge ver issue for the first three months of 
1906, was 105,199. ‘ 
CIRCULAL’N The Evening Tribune is guar- 

anteed to have a laryer circula- 
tion than any sther Minneap- 
oligs newspaper’s evening edi- 

GUA tion, he caurrier-delivery of 
AN the daily Tribune in Minneap- 
TEED olis is many thousands greater 

' than that of any other news- 
paper. The city circulation 

by Am. Newn- alone exceeds 43.000 datly. The 
paper Diree- Tribune ia the recognized 

tory. Want Ad pauper of Minne. 
apolla. ————— 

Minnennoila, Svenska Amerikanska Posten. 
Swan J. Turnblad. pup. 1905,51.512. 

St. Paul. Dispatch. Average net sold for year 
1905, 60,568 daily. 

St. Paul, The Farmer, s.-mo. Nate, 40c. ner 
line, with discounts. Circulation for six months 
endiny December, 1906, 92.625. 
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St. Paul. Pioneer Press. Net averaae circula- 
tion for Junuary—iiaily 35,802. Sunday &2.- 

The absolute accuracy of the 
Pioneer Press c rculation state- 
meuts is guarauteed by the smeri- 

GUA [ey can Newspaper Directory. Ninety 
AN per cent of the money aue for sub- 
Madey 86 scriptivs is collected,showing that 

subscribers tuke the paper because 
they want it, All matters pertain- 

tny to circulation are upen to investigation. 

Winona. The Winona Republicar - Heral#, 
oldest, larzest and best newspaper in Minnesuta 
outside the Twin Cities and Duluth. 

MISSOURI. 
Joplin. Globe, -~ Average 1905, 18.394. 

Dec.,'05,14,.088. HE. Katz, Special Agent, N. Y. 

&t. Jonenph, News and ress. Circulation 
1906, 33,158. Smith & Thompson, Hust. Kep. 

St Louis. Courier of Medicine, monthly. 
Actual average fur 1905, 9.925. 

St. Louis. Interstate Grocer has three times 
more circulation than three other Missouri gro- 
cery papers combined. Never less than 5.000, 

St. Louis, National Druggist. mo. Henry R. 
Strong, Editor ana Publisher. Average for 1905, 
3.041 (© ©). Lasteru office, 59 Maiden Lane. 

St. Loulia, National Farmer and Stock Grower, 
monthly, Areray¢ ror 1903,106.625: averave Jor 
19s. 104.750: average fur 1905, 105,541, 

MONTANA. 
Butte. Inter-Mountain. Sworn average daily 

cire’n 195.11.376. Aver. Dec., 1905, 12,698, 

NEBRASKA. 
Lineoin, Daily Star. evening 

and Sunday morning. Actual 

Ay daily average sor 1904,15.239. 
tro For 1905, 16.409. Only Neb- 

raski paper that has the 
Guarantee Star. 

Lineoln. Deutsch-Amerikan Farmer. weekly. 
Averuge 1906, 147.052. 

Lineoin. Freie Pre-se, weekly. sctualaverage 
for 1905, 150.7354. 

Lineoln, Journal and News. Duily average 
1905, 27,092, 

Omaha, Farm Magazine, monthly. Arerage 
circulutwn yeur ending Junuury, :9s, 40,714. 

NEW HAMPSHIRE. 
Nushun, Telegranh. The only daily in city. 

Sworn aver. for 6 mos, ending Mur, 31,'v6,4,410, 

NEW JERSEY. 
Elizabeth. Journal. Av. 1904. 5,522: 1905, 

6.5105; 462 3 mos. 1906, 6.965: March, 1906,7.191, 

Jersey City. Evening Journal. Areraye sor 
1905. 22.546. Lust 3 mos 1905, 28,408. 

Newurk. Evening News. Evening News Pb. 
Co. sverage sor 1906. 60.102; Apr. ’06, 68,782. 

Trenton, Times. Arerage. 1904, 14.774; 19°5, 
16,458; April, 183,525. Only evening paper. 

NEW YORK. 
Albany. Evening Journal. Daily average for 

195. 16.812. l0sthe leading pauper. 

Binghamton, Evening Herald, daily. Herald 
Co. Aver.jor year end. March, 1906, 12,416 (sk) 

Buffalo. Courier, morn, Av./905, Sunday 86,« 
274; daily 453.0038; Enquirer, even.. 31.027. 

Buffalo. Evening News. Datly average 1904, 
S8.457; 1905 94.690. 

Catakill, Recorder. 1905 av.. 8.8113 sst. 3 mos. 
1906.8. 92s. Best adv. medium in Hudson Vailey. 

Corning. Lealer. evening. Average, 1904, 
G.255; 19.06.4985, 



14 PRINTERS’ Iidk. 

Cortland, Democrat, Fridays. Fst.1840. Aver 
9905, 2.126. Only Dem. puper in county. 

Glens Fails. Morning Star. 
tion, 1904, daily 2.292 

Sot Falls. oe. Est. 1878. Only evening 
paper. Average 1905, 2.471. 

LeRoy. Gazette, est. 182%. Av. 1905, 2.287 
Largest wy.cir. Genesee. Orleans, Niagara Co. s 

Newburgh. News. daily. Ar. 1905, 5.160. 
3,000 more than all other Newb gh papers comoined 

Average circula 

New York City. 
w York, American Agriculturist. Best 

me... ya family agricultural weekly in Midale 
and Southern States. Circulates 100.000 cop- 
ies weekiy, = which 95.468 are actual paid: 
subscribers. r count of June 1, 1905. The 
extraordinary ¢ ter and purchasing power 
of its readers is emphasized by the fact that 
AMERICAN AGRICULTURIST’S subscribers in New 
York include every postoffice in the State. In 
New Jersey it goes to 77% of all the postottices; in 
Delaware 87%, in Pennsylvania 74%, in Ohio 88¢. 
and to 20% to 404 of tne postoffices in the Southern 
States. All advertisements guaranteed. 

American Magazine (Leslie’s Monthly), Pre 
sent average circulation, 256.10s, — 
teed average, 250,000. Excess, 73.2 

army & Navy Journal, Est. 1863 Se it 
a. erage for first 19 issues. 196. 9.59 2 (OO). 

Atlantis. Daily Greek news! newspaper. Actuai aver- 
age for 1905, 9.855. 

Raker’s Review. monthly. W.K. Gregory Co., 
publishers. Actual arerave for 1905 5.008, 

Benziger’: magazine. family monthly. Per- 
gziger Brothers. Arerage for 1905,44.166. pres- 
ent circulation. 50.000, 

Clipper, weekly (Theatrical), Krank Queen, 
Pup. Co., Lta. Aver. fur 195, 26,.228(O ©) 

Gaelic American. eeekly. Actual areraye Jor 
1904. 8.179; for 1905. 28,989. 

Hardware Dealers’ Magazine. morthly. 
In 1995, average issue. 19.020 (6 ©. 
Db. I. MALLETT. Pub.. 243 Broaaway. 

Jewish Morning Journal. Avernge for 1905. 
64.66s. Only Jewish morning daily. 

Leslie's Weekly. Actual arer. verrend. Aug.. 
1904, GY.UTT. Pres. ar. over 85.000 weenly. 

Music Trade Review. music trade and art week 
ly. Average Jor 1905, 5.341. 

Printers’ Ink. a journal 
for advertisers, published 
every Wednesday.  Es- 
tablished 1888. Actual 
weekly average for 1003, 
11,001. Actual weekly 
average for 1904, 14,< 

918. Actual weekly av- 
erage for 1905, 15,090 
copies. Actual weekly 
average for the first seven- 
teen weeks in 1906, end- 
ing April 25, 16,250 
copies. 
The People’s Home Jourral. 544.541 monthly 

Good Literature. 444.667 monthly, average cir- 
culations for 1995—all to paid-in-adrance suod- 
scribers. F. M. Lupton. pubi:sher. 

The Tea and Coffee Trace Journal. Average 
errculation for year ending April, 196, 5.2263 
April, 1906. issue. 7.210. 

The Wall Street Journal. Dow. Jones & Co. 
publishers. Daily average 1905, 13.158. 

The World. Actual arer. for 1905, Morn... 205.6 
490, Erenuing, 571.706. Sunday, 411.074. 

Seheneetady. Gazette. daily. 
Actual average for 19v4, 12 

Liecty, 
74; 1905, 15.008. 

Syracune. Evening Hlera: 
pub. Aver, 1905, daily 

a. daily. Herald Co., 
35.552. Sunday 40. os. 

Utiea. National Flectrical Contractor, mo, 
Average for 1905, 2.64 

Ttlea. Press. ee vtto a. Meyer. publisher. 
Average for 195, 14.38%, 

NORTH CAROLINA. 
Raleigh. Biblical Recorder, weekly. 

8,82. Ar. 
AV. 1903, 

194, 9.T Ht. Ar . for « w5. 10,206, 

Raleigh, Evening Times. Leads all afternoon 
papers in circulation between Richmond and 
dtlanta, Full A, P. dispatches. Actual daily 
average 1905,4,.251 

Raleigh. News and Observer, N. C.’s great- 
est daily Sworn average 1905, 10,202, more 
than double that of any other Raleigh daily, 40% 
greater than that of any other daily in the State. 

NORTH DAKOTA. 
Grand Forks, Normanden. Av. yr. 05, 7,201. 

Aver, for Jaun., Feb., Mar. and Apr., 16, 7,795. 

OHIO. 
Ashtabula. Amerikan Sanomat. Finnish, 

Actual average for 1905. 10.766. 

Columbus. Hunt: r-Trader-Trapper, monthly, 
Actwu average cireul ition 1905, 22.708 

Coshocton, Age, Diily ar, 1905. 2,128; in city 
10.003 factory pay-rolis $150,000 monthly 

Dayton. The Watchwerd. Illus. Young Teo 
ple’s Paper. Ar. 1905, 35.519. 15¢c. per agate linc, 

Springfield. Farm and Fireside, over \y con. 
tury leading Nat. agricult’l paper. Cir. 415.000, 

Springfield. Woman's Home Companion 
June, 196, circulation, 565.000; tact 000 above 
guarantee. Executive offices, N. ity. 

Youngstown. Vindicato:. D'y ar, 05, 12.9103 
Sy. 10.178: LaCoste « Marwell. NY. d& Chicage. 

Zaneaville. ‘Yimes-Recorder. Sworn arerage 
1905.10,564. Guaranteed doubdie nearest com- 
petitor and 50% in excess comodmea competitors, 

OKLAHOMA. 
Oklahoma City. The Oklahoman. 1905 aver. 

11.161. Apr..’v6,15.284. E. Kaiz. Agent. N. Y. 

OREGON. 
Portland. Evening Telegram. 

1905, 22.142. Gain over 194, ST1. 

Portia 
for April 

Circulation 

i, Journal. Dy. and Sy. Actual aver. 
26,210. aver. year 05. 21,926. 

PENNSYLVANIA. 
Erie. Times, daily. Arer. for 1905, 15. 

April, 106, 16.978. E. Katz. Sp. Ag., N. Y. 

larriabure. Telegrepb. Sworn ar., Apr.. 18.« 
763. Largest paid circulat’n in H’b'g, or no pay. 

McKeesport, Daily News is the Want ad me- 
dium, because it can prove a greater bena fide 
circulation than all other McKeesport papers 
combined. ‘(me cent a woru in advance. Get 
advertising rates from R. J. SHANNON, 150 
Nassau St., New York. 

Philadelphia, Confectioners’ Journal. mo. 
Av, 1904, 3.004: 1905. 5.470 (OO). 

Philadelphia, German Daily Gazette. Aver 
circulation, 1905,daily 51.50%: Sunday, 44.465 
sworn statement. Circulation dovks upen. 

Philadelphia. The Press is 
Philadel hin’ s Great Home News- 

UA aper, esides the Guarantee 
(Pat Star, it hasthe Gold Marks and is 
AN cn the Roll of Honor—the three 
aA most desirable aistinetions for 

re newspaper. Sworn dailv av- 
erage for 1905, 106,600; Sunday 

average April, 1906, 156,284, 
bi 
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The Philadelphia Press 
is the Great Home Newspaper 

of Philadelphia 

The Press is the only mu:ming 

newspaper in Philadelphia that has 

submitted detailed statements of 

circulation which will insure figure 

ratings in Rowell’s Newspaper 

Directory for 1906. 

The Press is also the only paper 

in Philadelphia which is honored 

with all the marks of distinétion : 

the “ Star”? of guaranteed circula- 

tion, the “Gold Marks” of quality 

of circulation, and the ‘‘Roll of 

Honor,” for telling advertisers ex- 

actly how many papers it sells. 

At the present advertising rate, 

The Press is unquestionably the best 

advertising value in Philadelphia. 

The advertiser who wants to cover Philadelphia 
should write for the sworn circulation statements of 
The Press and “Three Leaflets” on the newspaper 
situation in Philadelphia. 

THE PHILADELPHIA PRESS 

PHILADELPHIA 

THE S. C. BECKWITH SPECIAL AGENCY 
Sole Agents Foreign Advertising 

NEW YORK TRIBUNE BUILDING CHICAGO 

eo 



Philadelphia. Farm Journal, 
montaly. Wilmer Atkinson Com- 

ny, publisners. Average for 
M505, 568.266. Printers’ Ink QA 
awarded the seventh Sugar Bowl AN 
to Far:n Journal for the reason TEED 
that~ ‘that paper. among ail those 
“published tu the United States, 

“has oeen pronounced the one 
“that best serves _- purpose as 
“an 

“yor the agricultural popula- 
“tion, and as an effective and 
“economical medium for com- 
“municatng with them 

“through its advertising covumns.”” “Unlike any 
paper. ” ot. 

on pane nearly everybody reads THE 

The Philadelphia 
BULLETIN’S 
Circulation. 

The following statement shows the actual cir- 
eulation of THE BULLETIN for eaci day in the 
month of April. 1906: 
1 

Total for 25 days, 5,838,286 copies. 
NET PAID AVERAGE FOR APRIL, 

233,531 copies a day 
THE BULLETIN’S circulation ficures are net; all 

damaged, unsold, free and returned copies have 
been omitted. 

LIAM c rae Publisher. 
EN... i 3d, 1 

Philadelphia. The Merchants’ Guide, pub- 
lished weekly. ‘“‘The paper that gets results.” 

Pittsburg. The Unies Presbyterian. Weekly 
circulation 1905, 21.26 

Weat © peer Local News, 
Hodgson. Arerayefor 

In its 34th year. 
UA dent. Has Chester County 
LAN and vicinity | for its field. Devoted 
ig@aaey to home news. hence 18s a home 

paper. Chester County is second 
in the State m agricultural wealth. 

Willinmaport. Grit. America’s Greatest 
Weeiclu. Average 1905,226.718. Smith & Thump- 
son. Reps.. New Yorie and Chicago. 

York. Dispatch and Daily. Average for 1905- 
18,551. Enters two-thirds of York hoesm. 

RHODE {SLAND. 
Pawtueket. Evening Times. Aver, c{rculation 

Sour months endiny April 3v, 06, ee (sworn). 

Providence. Daily Journal, 17. 
Sunday, 20.888 (OO). Bening Builetin Te 
averaye 195. Providence Journal Co.. pubs. 

Weateriy. Sun. Geo. H. Utter, pub. Aver. 1995, 
4.467. Lurgest circulation in Southern R. 1. 

SOUTH CAROLINA. 
Oharieaton. Hvening Post. Actual dy. aver- 

age for 195, 4.305. 

Coiumbia, State, Actual aver- 

age for 1905, taily 9.582 copies 
GUA OO); sem:-weekly, 2,625. Sunday 
AN 05, 11.072 (OO). Actual average 

MAA July to Dec. 31. ’05, daily 10,1533 
Sunday 11.624. 
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TENNESSEE. 
Knoxville. Sentinel. Arerage March 11.598. 

Carries more advertising in six days than does 
contemporary in seven. Write for information. 

Knoxville Journai and Trib- 
une. Daily avera 
December 31, 1906 

GUAR average 194, 14,513 
AN One of only three papers in 
gaa?) the South. and only paper in 

poo awarded the Guaruntee 
The leader in news, circula- 

tion, influence ae pe ertising patronage. 

Memphis. Commercial! Appeal. daily, Sunday, 
weekly. average 1905, du:ly 28.915. Sunday 
55.887. weekly, 80.585. Smith & Taompson, 
Representatives N. Y. & Chicago. 

Memphis. Times, 4x4 Circulation year 
ending February, 1906, 2.1190. 

N ash ville. Banner, daily. eee year 1908, 
eset; Sor 194, 20.708; for 1905, $0,227. 

TEXAS. 
El Paso.Herald. Av.’05, 5,011; Feb. '06.5.568. 

Merehants’ canvass showed HERALD in 80% of El 
Paso homes. Only E! Paso paper eligible to Roll 
of Honor. J.P. 3mart, 150 Nassau St., N. Y. 

San Angelo, Standard, weekly. Average for 
year ending May 6, 1906, 3,018 (2). 

VERMONT. 
Barre. Times, daily. F. R. Langley. Arer. 1905, 

3.527, sor last six months, 195, 8.691. 

Burlington, Free Press. Daily av. ‘05, 6.558. 
Now 2.200, or more. Largest city and State 
circulution, Examined bu Asso. vf Amer. Adv. 

Burlington. News, daily, evening. Actual 
daily ¢ average 1904, 6.018 ; 19/5. 6.880; December, 
1905, 7.49 

seq Argus. 
905, 3.2 

aan oe Average 1904, 3,527. Av- 
erage 1905, 4.286 

Actual daily average 

St. Albana, Messenger, daily. 
Sor 1905, 3,051. 

VIRGINIA. 
Danville, The Bee. Ar. 1905, 2.846. April 

196, 2,365. Largest cir’n. Only eve’y puper. 

Norfolk. Landmark (@@). Leading home pa- 
per. Circ. genuine. No pads. H. K. &C. Co.. Sp’l. 

Richmond, News Leader. Sworn dy. av. 1905, 
29.545. Lurgest in Virginias and Carolinas. 

Riehmond, Times-Dispatch, 
— 

Actual daily average year end- 
ing December. 1905, 20.376. High 
price circulation with no wuste 
or duplication. In ninetu per cent 
of Richmond homes. The State 
paper. 

WASHINGTON. 
ee. Recorder—evening. sust increased 
0 6 pages daily, 12 pages Sat Saturdays 

Tacoma. Ledger. Daily oar 1905, 15.5443 
Sunday, 20.885: weekly, 9.642 

Tacoma, News. Arerage, 1008, detty, 2 5.805, 
weekly, 6.075. 

WEST VIRGINIA. 
Parkersburg. Sentinel. ow. R. E, Hornor, 

pub. Average for 1905, 2.442 

Wheeling. News. Daily paid cire., 11.196, 
Sunday paid circ., 11.837. For ss. Guaran- 
tees a paid circulation equal to any other two 
Wheeling papers combined. 

WISCONSIN. 
Janeaville. Gazette. d’ly and s.-w'y. Cire’n— 

average 1905, daily 8,149: semi-weekly 8,059, 

Actual average 

GUAR 

YEE 

Madison, State Journal, dy. Circulation aver 
age 1905.3.482. Only afternoon paper. 

Milwaukee. Evening Wisconsin, d’y. Av.1906, 
26,648; April, 1906, 29,894 (QQ), 

SEBS 

ike ies eI 



Milwaukee, The Journal.ev‘g. 
Average 1905, 40.512: Apr. 196. 
45.960. The td daily circu- 

Aveta ition of The Milwaukee Journal 
78 double that of any other even- 

TEEO ing and more than is the paid 
circulation of any Milwaukee 
Sunday newspaper. 

Oshkoah, Northwestern. daliy. Average for 
190k, 7.201. Average for the the yeur, 1905, 7,653. 

\, T** WISCONSIN 
GRICOLTORIST. 

Racine, Wia., Est. 1877. weekly. 
Actual av. for 1905, 41,748: for 
ye ver ended April 5, 1996, 42.984. 
Has a larger circulation in Wis- 
consin than any other paper. Adv. 
$2.30 - inch. N. Y. Office. Temple 
Court. W. C. Richardson, Mgr. 

heboygan, Daily Journal. Average 1905, 
1, le Ouly paper with telegraphic service. 

WYOMING. 
Cheyenne, Tribune. Actual daily average net 

Sor 1906, 4.511, 

BRITISH COLUMBIA. 
Vancouver. Province. daily, <Arerage for 

1905, %,687; Avril, 96, 10.859. H. DeClerque, 
U.S. Repr., Chicago and New York. 

Page oy Colonist, dai!y. Colonist P. & P. 
aArer, og 1904. 4.356 (36; Sor 195, 4.503. 

v 8, Rep., H. C. Fisher, New York. 
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MANITOBA, CAN. 
Winnipeg. Free Press, daily and weekly. <Av- 

er_ge for 195. dai.y, BU.048; weeacy, 15,654. 
Daily, April, 196, 84.739. 

Winnipeg, Telegram. Duily av 05. 18,7073 
last three mouths 20,577. (Sat. average 25,000), 

Winnipeg. Der Nordwesten, Canada’s Ger- 
man Family and Agricultural Weekly. Reaches 
all the ey aggre population of 200,000— 
its exclusive fiel Aver. for the ore end. April, 
1906, 15,208; aver. last six months, 15,668. 

NEW BRUNSWICK, CAN. 
&t. John. Star. Actual daily average for 

October, November, December, 1904, 6.091. 

ONTARIO, CAN. 
Toronto. Canadian Implement and ‘tomes 

Trade, monthly. Average for 195, 6,083 

Toronto, The News. Sworn arerage tod 
circulation for year ending Dec. 30, 1105, 38,282 
Advertising rate 6c. per inch. Flat. 

Toronto. Star, daily. 
ruury, 196, 41,938 copies, 

QUEBEC, CAN. 
Montreni. La Presse. La Presse Pub. Co. 

Lta., publishers. Actual areraye 1904, daily 
80,259; 1905, 96,771; weekly, 48,207. 

Daily average Feb 

Montreal, Star.dv.&wy. Graham &Co. Ar, 
for 194 dy. SBT. wi ry ees 240, Av. for 1965, 
dy. &HS.1253 wy. 126,: 

‘“‘Gazette,’’ 

Of Genuine Va ue. 
The fact that the Le Roy 

GazetTTE is represented in the Roll 
of Honor by the year is pretty good 
evidence of my belief in its genuine 
value to a publisher who cares to tell 
what his circulation 1s. 

The Roll of Honor has brought 
business to the Le Roy GazettE to 
a profitable degree and 1s therefore 
a very satisfactory investment.— 
Geo. E. Marcellus, Proprietor, The Le Roy 

Le Roy, N. Y., March 13, 1906. 
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THE LATEST ADDITION. 

UA Onn 

TEED 

On May 19 the publishers of 
the Indianapolis News sought and 
obtained admission to the famous 
group of newspapers known as 
the Star Galaxy. The certificate 
was issued on the same day, and a 
photographic reduction of it may 
be noted on the opposite page. 
The News is represented in the 
foreign field by Mr. Dan A. 
Carroll, Tribune Building, New 
York, All the papers represented 
by Mr, Carroll are now members 
of the Star Galaxy, the News 
being the last to join. The full 
roster of the Star Galaxy is as 
follows: 

ILLINOIS. 
Chicago...... pore seekawh Daily News. 
SDs sinseccssesvcs .«Tribune. 
Chicago.....e+++.+.++++++Record-Herald. 
SD. ch cukssiectesas . Examiner. 
ee ETT OL Tree re Dailv Review. 
Decatur...... Seveveecese Herald. 
PM i skksbkdenenns sane Star 

INDIANA, 
Crawfordsville .. 
Indianapolis... ...0.ccccoccccees News. 

MINNESOTA. 
Minneapolis ........ Journal. 
Minneapolis........ Tribune. 
Minneapolis........ Farm, Stock and Home. 
Minneapolis........ Svenska Ameriskanka 

Posten. 
St. Paul............Pioneer Press. 

PENNSYLVANIA. 
Philadelphia......... ... Bulletin. 
Philadelphia........ och TOMB, 
Philadelphia ...... - ..Farm Journal. 
DE acwdececccs 260000 Post. 
West Chester........... 0 Local News. 

Brooklyn ......cessseee- ‘Standard Union. 
New York City.......... Printers’ Ink. 
SSE Evening News. 
Mount Vernon..... «onsen 
Troy..++.. oevcccescccccce Record. 

CALIFORNIA. 
ANAND scien cs 0800000%020 Herald. 

COLORADO. 
Denver. ooo.c.ccccesccccccccces sess ee 

CONNECTICUT. 
Bridgeport. . Morning Telegram and Union, 

DISTRICT OF COLUMBIA. 
WRRIA RIOR aoc es cone 20s Evening Star. 

GEORGIA 
AURUSA. 0 000000000000000008 .--Chronicle, 

IOWA. 
Des Moines........ Successful Farming. 
Sioux City.......++. Tribune, 

MARYLAND. 
Baltimore.,....... ..ssseseeeeeees News. 

MASSACHUSETTS. 
Boston..... seneaten scenes onan Globe 
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MICHIGAN. 
Jackson...... vieabsanen Morning Patriot. 

MISSOURI. 
PRINS BOOS vsssansxcsnconbes ooccee State 

NEBRASKA, 
BAGO ss. hiss 8e0sses ccs anccns Daily Star. 
Lincoln..... seeeee,.State Journal and 

ivening News. 

Register, 

BB inns aenseunaxeaa Beacon Journal, 
OREGON 

Portland... nee Journal. 

SOUTH CAROLINA, 
Co a ee State. 

TENNESSEE. 
KMOxville, 6500050 Journal and Tribune, 

VIRGINIA. 
i ere Times-Dispatch, 

WASHINGTON. 
ORE 65:0 s05scnceonees Post-Intelligencer, 

WISCONSIN. 
Milwaukee.... . Journal. 
RACING. 00000000 Wisconsin Agriculturist. 

CANADA. 
cans, EET ee Star. 
Montteal....cccccescove La Presse. 
DOOMED... 5<0s060s0si08 Mail and Empire. 
i | ae re Colonist. 

It may be of interest to state 
that, although the 1906 issue of 
Rowell’s| American Newspaper 
Directory —thirty-eighth annual 
edition of consecutive publication 
—has appeared and is now ready 
for sale, Guarantee certificates 
will be issued at any time between 
now and the time of going to 
press for the 1907 edition, to pub- 
lishers deemed eligible for admis- 
sion to the Star Galaxy. The ex- 
tent and full meaning of the Star 
Guarantee is set forth in Rowell’s 
Amcrican Newspaper Directory 
in the catalogue description of 
each publication possessing it. 

No publisher who 
has any doubt that the 
absolute accuracy of 
his circulation state- 
ment would stand out 
bright and clear after 
the most searching 
investigation, would 
ever for a moment 
consider the thought 
of securing and using 
the Guarantee Star. 
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RCWELL’S AMERICAN NEWSPAPER DIRECTORY 

INECEIVED of the Publisher of. 

THE NTERS’ Inkf PugiisnHyfc Company, 
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(e ©) GOLD MARK PAPERS@@ 
Out of a grand total of 23,461 publications listed in the 1996 issue of Rowell’s American Newspa- 

per Directory, one hundred and fuurteen are distinguished from all the ovhers by the so-called goid 
marks (@©). 

WASHINGTON, D.C. 

THE EVENING AND SUNDAY STAR (@O). 
Reaches 90% of the Washington homes. 

GEORGIA. 

ATLANTA CONSTITUTION. Aver. 1905, Datly 
85,590(OO0), Sunday 45,731, Wy,'0s, 107,925. 

ILLINOIS, 
CHICAGO INLAND PRINTER. Actualaverage 

) circulation for 1905, 15.866 (© ©). 

GRAIN DEALERS’ JOUi:NAL (OO), Chicago, 
prints more cias’fi d ade than all otuers inits line. 

BAKERS’ HELPER ‘(© ©), Chicago. only “Gold 
Mark” baking journal Oldest, largest. beat 
known. Subscribers in every State and Territory. 

TRIBUNE (© ©). Only paper in Chicago re- 
ceiving this mark. because TRIBUNE ads bring 
Satisfactory results. 

KENTUCKY. 
LOUISVILLE COURIER-JOURNAL (© ©) 

Best paper in city ; read by best people. 

MAINE, 
THE LEWISTON EVENING JOURNAL (@6O) is 

the only Gold Mark paper 1n all Maine. 

MASSACHUSETTS. 
BOOT AND sHOE RECORDER, Boston (© ©) 

greatest trade paper; circutation universal. 

BOSTON PILOT (O©), every Saturday. Roman 
Catholic. Patrick M. Donanoe, manager. 

BOSTON EVENING TRANSCRIPT (@©), estab- 
lished 1830. The only gold mark dai.y in Boston. 

Boston. Am. Wool and Cotton Reporter. Rec- 
ognized organ of the cotton and woolen indus- 
tries of america (Q ©). 

TEXTILY WORLD RECORD (©©0), Boston. 
Nearly 20) of its 400 advertisers use no other 
textile journal. It covers the field. 

WORCESTER L’OPINION PUBLIQUE (9 ©) is 
the leading French daily of New England. 

MINNESOTA. 

NORTHWESTERN MILLER 
(©©) Minneapolis, Minn ; $3 per year. Covers 
milling and flour trade all over the world. The 
only “Gold Mark” milling journai (OO). 

NEW YORK. 
NEW YORK TIMES (©©). Largest high-class 

circulation. 

BROOKLYN EAGLE (QO) is THE advertising 
medium of Brooklyn. 

THE POST EXPRESS (©©). Rochester, N.Y. 
Best advertasing medium in this section. 

ENGINEERING NEWS ( ).—A technical jour- 
nal of character and standing.—T:mes, N. Y. 

ARMY AND NAVY JOUKNAL (OO). First in 
its class in circulation. influence and prestige. 

THE CHURCHMAN (©60)._ Fst. 1844; Satur- 
days; Protestant-Episcopal. 47 Lafayette Place. 

TH" IRON AGE (@O), established 1855. The 
recognized authority in its representative fields. 

ELECTRICAL REVIEW (© ©) covers the field 
Read and studied by thousarus, Oldest, avlest 
electrical weékly. 

HARDWARE DEALERS’ MAGAZINE, 
In 1905, average issue, 19,020 (©). 
D. T. MALLETT, Pub., 253 Kroadway, N. Y, 

STREET RAILWAY JOURNAL (00). The 
standard authority the world over on street and 
interurban railroading. Average weekly circu- 
lation during 1905 was 8,160 copies. 

NEW YORK HERALD (©©). Whoever men. 
tions America’s leading newspapers mentions 
the New York HERALD first. 

CENTURY MAGAZINE (© ©). There area few 
a in every community who know more 
han all the others. Taese people read the 
CENTURY MAGAZINE. 

NEW YORK TRIBUNE ‘© ©). daily and Sun- 
day. Estublished 1841. A conservative, clean 
and up-to-date newspaper, whose readers repre- 
sent inteilect and purchasing power toa hign- 
grade advertiser 

ELECTRICAL WOKLD (@©). established 1874. 
The great international weekly. Circulation 
audited, verified and certified by the A-sociation 
ot American Advertisers to be 20,389 avera-e 
weekly from January 6th to March 31, 1906. 

VOGUE «> 
isa 

GOLD MARK PAPER. 

Printers’ Ink recently credited VoGuE 
with carrying more advertising thaa 
any other of the leadirg weeklies. 
A sample copy of VoGuE will be mailed 

to any one who will cut out this advertise- 
ment and send itto VoGug with name and 
address. We want you to study this paper, 
which is the leader among fashion publi- 
cations. There is a reason why VoGuE 
carries its quantity of advertising. Send 
for a sample copy and see why. 

VOGUE, 
11-13-15 East 24th St., New York. 

Mie. 

CINCINNATI ENQUIKER(@@). Great--influ- 
ential—of world-wide fame, Best advertising 
medium in prosperous Middle West. Rates anu 
information supplied bv Beckwith, N.Y.-Chicago. 

PENNSYLVANIA. 
é HE CARRIAGE MONTHLY, Phila.; technical jour- 

nai; 40 years; leading represent’ve magazine. 

THE PRESS (© ©) is Philadelphia's Great 
Home Newspaper. it 1s on tne Roll of Honor and 
has the Guarantee Star and the Gold Marks—the 
three most desirable distinctions for anv news- 
parer Sworn daily average 1905, 106,600; Sun- 
day average April, 1906, 156,284. 

THE PITTSBURG 
© DISPATCH «o 
The newspaper that judicious advertisers 

always select first to cover the rich. pro 
ductive. Pittsburg field. Only two-cent 
morning paper assuring a prestige most 
protitable to advertisers. Largest home 
delivered circwation in Greater Pittsburg. 

TT 
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TH? PUBLIC LEDGER (© ©)—Indeyendence 
li.it and Public Ledger are rhulauelpnia’s lana 
marks; only paper a.lowed in thousands of Phila 
delphia homes. Circu'ation now larger than ia 
W years PUBLIC LEDGER gained 1|,365 coiumns 
advertusing in five months euding Dec. 1st, 1905, 
over same peri 

RHODE ISLAND. 
PROVIDENCE JOURNAL (© ©), a conservative, 

enterprising newspaper wituout a single rival 

SOUTH CAROLINA. 
THE STATE (QO), Columbia, 8S. C. Highest 

quality, large-t circulation in south Carolina. 

TH! NEWS AND COUKIER (OO, Charleston, 
8.C. Paid circulation of highest ciass in «very 
p.rt of South Carolina and adjoining States, 

TENNESSEE. 
THE TRADESMAN (©©) Chattanooga, Tennes- 

see; semi-monthly. ‘Lhe South’s authoritative 
industrial trade journal. 

VIRGINIA. 
THE XSORFOLK LANDMARK (©@©) is the 

home paper of Norfolk, Va. That speaks volumes. 

WASHINGTON. 
THE POST INTELLIGENCER (©©). Only 

m rning paper in Seattle. Cluest in state. A 
p-per read anu respected by ali classes. 

WISCONSIN, 
THE MIL‘'VAUKEE EVENING WISCONSIN 

(O©:. the only gold mark daily in Wisconsin. 
Le-s than one thousand of its readers take any 
other Milwaukee afternoon newspaper. 

CANADA. 
THE HALIFAX HERALD (© ©) and the EVEN- 

ING MAIL. Circulation 15.558, flat rate. 
— > 

THE KANSAS CITY “STAR.” 

The latest rate card of the 
Kansas City Star contains the 
following interesting information 
to advertisers: 

THE “STAR’S” FIELD. 
Not Kansas City, Mo., or Kansas 

City, Kan., but the ci y at the mouth 
of the Kaw, on both sides of the State 
line and including the adjacent towns 
which, although really a part of Kansas 
City, have separate organizations, has a 
population, based on conserva:ive 
figures, in excess of 300,000. All these 
people are served by the Star by carrier, 
morning and evening, and there are 
few dwellings which the Star does not 
enter twice a day. Kansas City has 
gone forward rapidly in the last ten 
years, not in the strides of a ‘‘boom” 
but a solid, substantial and healthy 
growth, and never were prospects bet- 
ter for a continuation of these happy 
conditions. Just to fix your idea ot 
Kansas City as the great Mid-continent 
citv that Kansas City is— 

First in agricultural implement sales, 
First as a primary wheat market. 
Second in packing houses and pack- 

ing house products. 
Second as a live ‘s‘ock market. 
Second as a railway center. : 
Seventh in National Bank depos'ts. 
Tenth among the cities of the United 

States in bank clearings. _ 
Is not surpassed in fertility, product- 

iveness and enterprise by the trade 
‘erritory of any American city. First 
of all is Western Missouri and_ the 
great and prosperous State of Kansas, 
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of wh'’ch Kansas City is the natural 
metropolis. In addition to its riches 
from the soil, the discovery of gas and 
ol has brought great wealth to Kansas. 
Oklahoma and Indian Territory, soon 
to be brought into the Union, naturally 
look to Kansas City as a metropolis. 
These States and Territories are the 
direct field of the: Star, evening and 
morning, but the Weekly Star reaches 
out, besides, to Nebraska, Colorado, 
Texas, New Mexico; in fact, to all the 
great Southwest, to whose virgin lands 
homeseekers from Eastern and Middle 
States have been flocking by the thou- 
sands for several years, 

Publishers, as a rule, write poor 
advertisements for their own pro- 
position, and maybe the reason is, 
in most cases, their lack of faith 

in advertising. The above exposé 
of the Star is one of the few good 
advertisements which attracted 
the attention of the Little School- 
master. There are perhaps not 
as many as two dozen newspa- 
pers in the United States which 
can boast of the quality and vol- 
ume of circulation in a given 
territory as the Star can. The 
Star is a member of the famous 
group of newspapers designated 
and known as the Star Galaxy. 

oe 

CRITICISING THE CRITIC. 

Editor of Printers’ INK: 

On page 31 of your issue of May 23d 
you exhibit an example of alleged 
“damphoolism” on the part of an ad- 
vertising expert. On page 39 of the 
same issue it seems to me that in your 
department of ‘Commercial Art Criti- 
cism,” your editor gets down about as 
low as the other fellow. Cook’s Im- 
perial Champagne makes use of the sen- 
tence: “Not only the best American 
Champagne—but the best CHAMPAGNE.” 
Th's is a good sentence. In my opinion 
it is true. If it is true it is a tre- 
mendously valuable sentence. Your 
Mr. George E hridge suggests substi- 
tuting: “Nothing quite like it.’ That 
statement is also true, doubtless, but if 
true is it valuable? If the criticism 
of the wording of the Cook advertise- 
ment does not indicate damnhoolism 
does it not come pretty close to 
assininity? I am, 

An Ap Scuoot Pupit. 

New York, May 24, 1906. 

—_—_+o— 

Tue Gunning System has opened a 
denortment under the general and com- 
prehensive tile of “The Gunning Sy-- 
tem Business Builders,” with offices in 
Chicago, St. Louis, and Kansas City. 
This innovation includes in its scheme 
of bus'ness promotion the stimulative 
forees of billnosting, printed bulletins, 
newspaper, magazine and_ merchandise 
advertising.—Billposter and Distributor. 
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THE WANT-AD MEDIUMS 
A Large Volume of Want Business is a Popular Vote for the 

Newspaper in Which It Appears. 

Advertisements under this heading are only desired from 
papers of the requisite grade and class. 

~ 

CULORADO, 

‘(HE Denver Post, Sunday edition. April 15, 
1906, contained 5,036 different Classified ads, 

a total of 112 910 columns. ‘the Post is the 
Want medium of the Rocky Mountaim region, 
The rate for Want aavertising the VosT 1s de. 
per lineeacb insertion. seven words totbe line. 

CONNECTICUT, 

M ERIDEN, Conn.. l:ECORD covers fleld of 50.000 
population ; working people are skilled 

mechanics. Claszfied rate, cent a word a day. 
five cents a word a week. “Agents Wantea,’’ 
etc., half cent a wore aday. 

DISTRICT OF COLUMBIA. 
‘V\HE EVENING and SunpDay STAR. Washington. 

D. ©. «®@ ©). carries DOUBLE the number of 
WANT ADS of any other paper. Rate lc. a word. 

GEORGIA, 
Ss advertisements in the PREss, of 

Savannah, Ga., co-t one cent a word—three 
Insertions _ inane of two—six insertions for 
price of thre 

ILLINOIS. 

rN\aE Champaign News is the leading Want ad 
medium or Central Eastern liinois. 

“Ht TRIBUNE publishes more classified ad- 
vertising than any other Chicago newspaper. 

EORIA (LL) JOURNAL reaches over 13 000 of 
the prosperous people of Central Illinois. 

Rate. one cent per word each issue. 

CONT EAR ‘LY everybody who reads the Eng 
lish language in. around or about Chi- 

cago, reads the DAILY NEWS,” says the Post-office 
Reriew. and that’s why the DalLy News is Chi- 
cago 8 “wunt ad” directory. 

INDIANA. 

{ |gex Indianapolis NEWs during the year 1905 
printed 96.982 more classified advertise- 

ments tha al: other dailies of indianapolis 
combinec. printing a total of 296.941 separate 
paid Want ads during that ; time 

IOWA 
f fee Des Moines CAPITAL guarantees the lars 

gest city and the largest total circulation 
in lowa. The Want columns give splendid re- 
turns always. ‘The rate is1 cent a word; by the 
month $1 per line. It is publishea six evenings 
a week; Saturday the big day. 

*P.HE Des Moines KEGISTER AND LEADER: only 
morning paper; carries more “want’’ ad- 

vertising than any other Iowa newspaper. Une 
cent a word. 

MAINE. 

T Hi EVENING EXPRESS carries more Want ads 
than all other Po tisnd dailies combined. 

MARYLAND. 

bse? Baltimore News carries more Want Ade 
than any other Baltimore daily. !t ix the 

recognized Want Ad medium ot Baltimore 

MASSACHUSETTS, 

‘|. H" Boston KVENING TRANSCRIPT is the lead- 
icg educationel medium in New England. 

It prints more advertisements of schools ana in 
structors than all other Boston dailies combined. 

fe FE BOSTON GLOBE, daily and Sunday, in 
1905. printeg a total of 427.227 classified ads. 

There were no trades. deals or discounts. ‘There 
was a gain of 9,999 over 1904, and was 15.847 more 
than any other Boston paper carried in 1905. 

t 

2 ~ CENTS for 30 words, 5 days. 

“" Dalty ENTERPRISE, Bro::k- 
(el ton, Mass., carries solid page 

A 
TE NS Want ads. Circulation exceeds 

10,000. 

MICHIGAN, 
—AGINAW COURIER-HERALD (daily), only Sun- 

day paper; result wetter; circulation in ex- 
cess of 13,500; 1c. word; %e. subsequent. 

MINNESUTA 
HE MINNEAPOLIS TRIBUNE is 5 the ‘eee 
Want ad medium of Minneapolis. 

HE MINNEAPOLIS TR BUNE is the oldest Minne- 
apolis daily and has over 100,000 sub-cribers, 

which is 30,000 oda each day over and above any 
other Minneapolis dai! Its evening edition 
alone has a larger circ polaGion’ in Minneapolis, by 
many thousands, than any other evening paper. 
It publish os over 80 columns of Want advertise- 
ments every week at ful) price (average of two 
pages a ae ); no free ads; price covers both 
m-rning and evening issues. Rate, 10 cents per 
line, Vaily or Sunzay. 

‘HE Minneapolis Daily and Sunday JOURNAL 
carries more classified a than any 

other Minneipolis newspa ee Wants 
and no Clairvoyant nor siiscuseniie medical 
advertisements printed. 
Correct statement of classified Wants printed 

in March. 147,014 lines. Individual udvertise- 
ments, 23,385. 
Cireul:tion, 1908, 57,039; 1904, 64,384, 1905, 67,588. 

First three mnths 1406, 69,082.’ The average Sun- 
day circulation. 69,384. 

MISSOURI. 
‘THE Joplin GLoBx carries more Want ads 

thin all other papers in Southwest Missouri 
combined. because it gives results. One centa 
word, Minimum. lic. 

MONTANA. 
Ts Anaconda STANDARD is Montana’s great 

*Want-Ad ’ medium; ic.a word. Average 
circulation (1905), 11,144; Sunday, 13.888. 

NEBRASKA. 
INCOLN JOURNAL AND NEWS Daily aver- 
age 1905, 27,092, guaranveed. Cent a word. 

NEW JERSEY. 

E LIZABETH Dairy JourNaL—Leadine Home 
‘4 paper: i0to 24 pages. Only “Want” Med- 

ium, Cent a-word. Largest circulation. 

TEWARK. N. J, FRrIeE ZEITUNG (Daily and 
4 Sunday) reaches bulk of city’s 100,000 Ger- 
mans, One cent per word ; 8 cents per month. 

NEW YORK. 
‘i EAGLE has no rivals in Brooklyn‘s 

classified business 

'V\ HE Post-ExPREss is the best afternoon Want 
ad-mevium in Kochester. 

LBANY FvvNInG JOURNAL. Fastern N. Y.’ 
4 best paper tor Wants and classifiec ads. 

AILY ARGUS. Mount Vernon. N.Y. Great 
est \Vant ad medium in \\ estcbester County. 

EWBURGH DAILY NEWS. paceman leader 
in prosperous Hudson Val-ey. Circulation, 

6,000. 

TH WATERTOWN TIMES prints more classified 
advertisements than all the other aewspa- 

pers in Northern New York together, 

Ayaan 

asm 



gia 

Js 

UFFALO NEWS with over 95,009 circulation, 
isthe only Want Medium in Buffalo and the 

strongest Want Medium in the State, outside of 
New York City. 

ie Times-UNi0N, of Albany, New York, Bet 
ter medium for wants and otber classitied 

matter than any other paper in Albany, and 
guarantees a circulation greater than all other 
daily papers in that city. 

peuNree INK, published weekly, The rec- 
ognized and leaging \\antaa medium for 

Want ad meaiums, mail order articles, aavertis- 
ing noveities, printing. typewritten circulars, 
rubber stamps, Gftice devices. adwriting. half- 
tone making, and practivaliy anything whico 
interests and appeais to advertisers and ousi- 
ness men, Classified advertisements. 20 cents 
a line per issue flat : six words toa line. Sample 
copies, ten cents. 

NORTH DAKOTA. 
RAND FORKS HERALD. Circ. Mar. ’06, 7,184. 
Examination by A. A. A., June ’00. Biggest 

Daily in N. D. La Coste & Maxwell, N. Y. Rep’s. 

OMLO. 

OUNGSTOWN VinvicaTor—Leading “Want” 
medium. le. per “ord. Largest circulation. 

OKLAHOMA. 

HE OKLaHOMAN. Okla. City. 12.661. Publishes 
more Wants tkan any four Ukla.competitors. 

OREGON. 
ORTLAND JOURNAL, Daily and Sunday 

leads in ‘*Want ads.” as well as in circula- 
tion, in Portland and in Oregon. 

PENNSYLVANIA. 
Ye Chester. Pa.. TIMES carries from two to 

five times more cilassiflea ads than any 
other paper. 

WHY DON’T YOU PUT IT IN 
THK PHILADELPHIA BULLETIN! 

Want Ads. in THE BULLETIN_ bring 
prompt returns, because “in Phila- 
delphia nearly everybody reads 

4 JLLETIN.”’ 
Net daily average circulation for 

nm ¢ 
233,531 copies per day. 

(See Roll of Honor column.) 

RHODE ISLAND. 

liar EVENING RULLETIN—By far the largest cir- 
culation and the be-t Want medium in R. I. 

SOUTH CAROLINA. 
ee Columbia STATE (OG) carries more Want 

ads th» n any otuer 8. C. newspaper. 

oe NEWS AND COURIER, Charleston, S. C. 
Great Southern Want ad medium; lc. a 

word; minimum rate, 26c. 

BRITISH COLUMBIA. 
T'CTORIA COLONIST. Oldest established 
paper (1857). Covers entire Province. Great- 

est Want Ad medium on the Canadian Pacific 
Coast. W. Clarence Fisher, 634 Temple Court 
Bidg., N. Y., Special Fastern Agent. 

CANADA. 

"NY. HE Halifax HERALD (©©) and the Mair—Nova 
Scotia's recognized Want ad mediums. 

TINITE CHARLOTTETOWN GUARDIAN, Prince Edw. 
island’s classified medium; 4c. word; 2c. wees. 

A PRESSE, Montreal Largest daily circula- 
4 tion in Caagca witnout exception. (Daily 

95,825. Saturdays 113.892—sworn to.) Carries more 
wantaasthan any French newspaper in the world 

M\HE DaiLy TELVGRAeH, St. John, N. B.. is the 
want ad medium of the maritime provinces. 

Largest circulation and most up to date paner of 
Eastern Canada. Want ads one cent a word. 
Minimum enarge 2) rents 

f aes Montreal DAILY STAR carries more Want 
advertiseme: ts than atl other Montreal 

dailies combinea. The F MIty HersnD AND 
WERKLY “TARcarries more antadv-rtisements 
than apy oiber weekly paper iu Canada. 
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“ieee Winnipeg FREE PRESS carries more 

“Want” advertisements than uny cther 
daily pap:r in Canada and more advertisements 
of this nuture tuan are contained inal) the other 
daily papers published in Western Canada 
combined. Moreover, the FRE I’RESS carries a 
larger volume of general #/vertising toan any 
other daily paper in the Dominion. 

——____+or— - 

LIFE OF THE WEEKLY PAPER. 

The weekly newspaper lives a full 
week before it passes its prime. It 
is not old until the time has come for 
the next succeeding issue. All publica- 
tions cease to have fresh interest after 
passage of the period existing between 
their dates and the next numbers of 
the series. But they retain their in- 
terest for their constituencies until that 
period has expired; and so the useful, 
active life of a weekly is seven days, 
after which it is like any other pub- 
lication, whether daily or monthly—pre- 
served, perhaps, for something special 
it contains, but put out of date by the 
latter issue.—-Chicago Newspaper 
Union. 

———__ +o > 

NOTES. 
A cow’s tail has a limited circulation, 

but it reaches the  fly.—Agricultural 
Advertising. 

You can not get ahead by calling 
on the other fellow to stop.—Agricult- 
ural Advertising. 

A PACKET of recent litera‘ure from 
the Bell Telephone Company of Phila- 
delphia shows about a dozen slight bits 
of printed matter, some pretty, some 
purposeful, and all designed to reach a 
definite class of people and speak a 
brief message for the telephone. 

A pituy general booklet, dealing with 
the advisability of advertising for the 
retail merchant, right now, is being sent 
around locally by the Montreal La 
Press. It is in English, and demon- 
strates the value of that paper’s French 
circulation in bi-lingual Canada. 

Tue Mergenthaler Linotype’s latest 
catalogue, issued from New York, 
shows numerous faces of type and 
border that have been completed for 
this machine, with specimens of intri- 
cate book, news and mathematical com- 
position, advertising display and Hebrew 
newspaper faces. 

Tue United States Navy Department 
recently ordered an extra large show- 
ing of 8-sheets for the smaller towns. 
and the Marine Corps has also ordered 
20,000 12-sheets for recruiting pur- 
poses, all of which is being placed 
through the Associated Billposters’ and 
Distributors’ Protective Company, of 
New York.—Billposter and Distributor, 

No praise is too high for the artistic 
manner in which the pressed steel boats 
of the W. H. Mullins Company, Salem, 
Ohio, have been shown in a recent cata- 
logue. Instead of lifeless pictures of 
these pleasure craft they have been pho- 
‘ographed in attractive scenery, and in 
actual use, the resulting pictures being 
employed as backerounds and decora- 
tions for description. 
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cus? |} to contain the reiteration§ all tl 

=<} accorded to all the newsp™rs for 
In future issues the Key will be ouff use. 
and the plain story about every papgold ir 
for 1907 will have a condensed résummof the 
detailed story, as shown in the pit iss 
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yeast follow. It will be the last issue 
ationg all the varying circulation ratings 
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e olsf use, the letter ratings disappear, 

-papold in plain words. The Directory 
résumot the past ratings, but the whole 
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> congts are for such considerable amounts 
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wspag under consideration. 

500ages. $10 net cash. 
aid WM receipt of price. 

== 

HINGRMPANY, Publishers, 10 Spruce Street, New York City. 
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PRINTERS’ INK. 
A JOURNAL FOR ADVERTISERS, 

THE PRINTERS’ INK PUBLISHING 
COMPANY, Publishers. 

tar Issued every Wednesday. Subscription 
price, two doliars a year, one dollar for six 
months, in advance. On receipt of tive dollars 
four paid subscriptions, sent in at one time, will 
ve put gown for one year each and a larger num- 
ber at the same rate. Five centsacopy. Three 
doliars a hundred. Being printed from stereo- 
type plates, it is always por~ible to supply back 
numbers, if wanted in lots of 500 or more, but in 
all such cases the charye will be five dollars a 
hundred, 

ADVERTISING RATES : 
Advertisements 20 cents a line, pearl measure. 

15 lines to the inch ($3); 200 lines to the page ($40). 
For specified position selected by the adver- 

tisers, if granted, douvle price sdemanded. 
on time contracts the last oy A is repeated 

when new copy faiis to come to hund ove week 
in advance of uay of publication. 
Contracts by the month, quarter or year, may 

be discontinued at the pleasure of the advertiser, 
and space used paid for pro rata. fi 
Two lines smallest advertisement taken. Six 

words make a line. 
Everything appearing as reading matter is in- 

serted free. 
All advertisements must be handed in one 

week in advance. 

Cuar.es J. ZinGG, 
Editor and Manager. 

OrFices: No. 10 SPRUCE ST. 
London Agent, F. W. Sears, 50-52 Ludgate Hill,E.C 

ee SE MAT 10%. 
PRINTERS’ INK is absolutely 

an independent journai, con- 
nected in no way whatever with 
any advertising agency, selling 
its advertising space only for 
cash, and standing entirely upon 
its merits as a news medium 
for advertisers and an educative 
force in the advertising field. 

THE Little Schoolmaster is 
good for two things—for its facts 
and its ideas—for its information 

and its stimulation. 

THE real estate situation in and 
around the city of Columbia, S. 
C., was exhaustively treated in a 
special issue of the State, which 
appeared on April roth. 

Mr. Tuomas Newton RAN- 
DALL, local advertising solicitor of 
the Chicago Daily News, was 
married to Miss Minnie Cramer 
of Clarinda. Iowa, May 23. After 
June 21st they will be at home at 
116 S. 52d avenue, Chicago. 

THE St. Louis Advertising 
Men’s League is planning an an- 
nual outing for July. Last sum- 
mer a trip was made to Blue 
Springs Lodge. 

THE New Jersey Legislature 
lately passed a bill which requires 
the name and address 
author and printer to appear as 
an imprint on any circular, hand- 
bill, booklet or poster which con- 
tains a charge of crime, official 
misconduct, etc. 

RALpH W. Brixsy, who has had 
charge of the advertising depart- 
ment of the Eastern division of 
the English Woolen Mills Co. for 
the past two years, directing the 
advertising of their eight Eastern 
stores, has gone to Cleveland to 
take a position in the Publicity 
Department of the Sherwin-Wil- 
liams Co, 

“SELLING MAGAZINE” 
OUT. 

The first issue of the new ad- 
vertising journal devoted to ma- 
chinery publicity, the Selling 
Magazine, is published from the 
office in the Postal Telegraph 
Building, New York. It contains 
articles on various phases of mar- 
keting both in this country and 
abroad, and maintains that the 
selling of machinery, heretofore 
conducted along primitive lines,- 
can be brought to an efficiency in 
keeping with the best methods of 
modern manufacturing, 

FIRST BUSINESS FROM 
*FRISCO. 

The first advertising orders fol- 
lowing the San Francisco dis- 
aster, says Edgar M. Swasey, 
were sent out from his re-estab- 
lished agency in Oakland. They 
were Hillyer, McInnes & O’Brien, 

attorneys, to fifteen of the largest 
Eastern dailies; McWilliams & 

Healey Insurance to large dailies 
on Pacific Coast; Paraffine Paint 
Company to all dailies in Califor- 
nia: Conservative Rubber Com- 
pany to general magazines; Paul 
Rieger & Co., to magazines, 
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Epw, S. MILter, formerly of the 
Mol! agency, has now joined the 
forces of La Coste & Maxwell, 
special newspaper representatives. 

Tue Golden Gate Advertising 
Agency, recently burned out in 

San Francisco, has opened tem- 
porary offices at Reno, Nevada. 
This agency placed the business 
of California Fig Syrup, which 
has been stopped for the time be- 
ing. 

AccorDING to the Morning Mer- 
cury, the population of New 
Bedford, Mass., is now 79,078. 
This is a gain of 4,716 over the 
census taken one year ago, and 
indicates a thriving condition of 
affairs among the cotton manufac- 

turers. 

THE Lundin! World, New York, 
is sending to a large number of 
advertisers a small box containing 
a half-dozen pencils, each stamp- 
ed with the name of the recipient 
in gold letters. This novelty is 
said to be original. The pencils 
are furnished by the Imprint Pen- 
cil Co., 23 Duane street, New 
York. 

Tue Nazareth Waist —— 
of 350 Broadway, New York, 
sending to retailers a good series 
of help-books to promote the sale 
of Nazareth waists for children. 
A novel feature is a page of 
“ready-to-print’’ advertisements, 
with perforated borders, which 
store-keepers may tear out and 
use as advertising copy. 

COURTS INVESTIGATION. 

“Tue NATIONAL SUNSHINE LEGION.” 
Incorporated. 

Office: 147 W. 23d Street, 
New York, N. Y., May 17, 1906. 
The National Sunshine Legion wishes 

to contradict statements made in PRINT- 
ERS’ InK of May 9. Our books are 
open for investigation by anyone. 
We have neither solicited nor have 

we accepted any advertisements for the 
journal. We wish to continue in our 
work and in our own name and not to 
be confounded with the Sunshine Bul- 
letin or International Sunshine Society. 
We stand on our own merits, 

Carotyn J. FRAtick, 
Superintendent, 
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“Our NEIGHBORHOOD” is 
sprightly business monthly sale 
lished by the employees of the 
New York National Exchange 
Bank. 

THE Macdonald-Olmsted Ad- 
vertising Company, of Buffalo, 
Western managers of the Morse 
International Agency, have open- 
ed offices in the German-Ameri- 
can Bank Building, Buffalo. An 
opening reception was given by 
the officers of the company on 
May 17. 

Mr. EpMuND * SMITH, form- 
erly of the Booklovers Magazine, 
has been added to the staff of 
Suburban Life, as assistant to Mr. 
David D. Lee, Eastern advertising 
manager. Mr. Lee and Mr. 
Smith will together cover the en- 
tire Eastern field, including New 
England, with headquarters at 156 
Fifth avenue, New York. 

A TABULATION of all cases of 
accidental poisoning, and of in- 
jury or death from the misuse of 
medicines, as reported in the 
newspapers of the United States 
during the ten months ending 
May 1, 1906, refutes the statements 
sometimes made that “patent 
medicines” are “killing the peo- 

S ple.” Of all accidents it is shown 
that 56.80 per cent are due to mis- 
cellaneous poisons, 40.61 per cent 
to non-patent medicines and 2.52 
per cent to “patent medicines.” 

SIXTEEN hundred newspapers 
tell in Rowell’s American News- 
paper Directory how many copies 
they printed during the preceding 
year. Of these fifty-one are so 
confident of the accuracy of their 
figures that they practically offer 
a reward of $100 to anyone who 
can and will prove their state- 
ments to be incorrect. That is 
what the Star Galaxy means. 
Publishers who are not as careful 
as they might be about issuing 
figures of output are apt to have 
cold chills when they think of the 
risk they would be running by be- 
coming members of the Star 
Galaxy. 
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ADVERTISING in a first-class 
trade paper brings direct trade to 
the wholesaler and greatly assists 
the traveling salesman. 

CoLoNEL WiLit1AM C. HUuNTER, 
publisher of the Star Monthly, 
Oak Park, IIll., has resigned as 
secretary of the W. D. Boyce Co., 
Chicago, and will retire from ac- 
tive work therein in July to de- 
vote himself to his own publica- 
tion, 

OTIS OWNS CLEVELAND 
“NEWS.” 

The ownership of the Cleve- 
land News was erroneously cred- 
ited to Medill McCormick in a 
recent issue of Printers’ INK, 
Mr. McCormick is publisher of 
the Cleveland Leader, while the 
Cleveland News was purchased 
by Chas. A. Otis, Jr., a year ago 

and later absorbed the Cleveland 
World and evening Plain Dealer. 
The Leader is a morning paper, 
and the News an afternoon daily, 
now claiming circulation in excess 
of 72,000 copies. 

Tue following extract from a 
letter to Rowell’s American 
Newspaper Directory, written by 
the Carson Trench Machine Com- 
pany of Boston, should interest 
manufacturers of machinery and 

appliances for contractors and 
municipal engineers: 
“We follow the letting of sewer con- 

tracts in all parts of the country, and 
the Directory’s office is to supply names 
of newspapers published in localities 
where such contracis are let, enabling 
us through them to get early informa- 
tion as to the successful bidders. ’ 
“We find this to be a more satis- 

factory method than depending upon the 
newspaper clipping agency.” 

Quick reports of contracts 
awarded are often invaluable to 
manufacturers, and the authentic 

information which Rowell’s 
American Newspaper Directory 
contains in regard to local news- 
papers may be of more use than 
half a dozen clipping agencies 
combined with the contract de- 
partments of all the leading en- 
gineering journals, 
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Work will soon be started on a 
new ten-story building for the 
Los Angeles Express, at Seventh 
and Spring streets, that city. 

THE Boot and Shoe Recorder, 
of Boston, has been incorporated 
under the laws of Massachusetts, 
with capital stock of $150,000 and 
the following officers: President, 
William L. Terhune; vice-presi- 
dent, Charles H. McDermott; 
treasurer, Everit B, Terhune. 

A NEW monthly magazine, to 
appear next September, is. an- 
nounced from Chicago, called the 
University Digest. It will give a 
scholarly epitome of religious, 
scientific, sociological and other 
articles from general periodicals. 
The University Research Exten- 
sion, Auditorium Building, — will 
act as publishers. Triggs’ Maga- 
sine is to be merged with the new 
monthly, 

AN AD-WRITING BUREAU. 

An adwriting bureau is main- 
tained in connection with the 
Evening Standard and Morning 
Mercury, of New Bedford, Mass. 
During 1905 the four members of 
this bureau supplied original copy 
and designs for 2,644 advertise- 
ments, 1,671 ads were rewritten, 
and the total space occupied was 
64,779 inches. This service was 
absolutely without charge to ad- 
vertisers. For ten years the de- 
partment—the first newspaper ad-_ 
writing bureau established in New 
England—has worked for the bet- 
terment of local advertising and 
co-operated with general adver- 
tisers and advertising agents in 
furnishing information about New 
Bedford and its surrounding ter- 
ritory. If new articles are to be 
introduced, in connection with an 
advertising appropriation, it is 
part of the Adwriting Bureau’s 
service to furnishing traveling 
representatives with valuable in- 
troductions. If reports are de- 
sired on the sale of any articles 
advertised in New Bedford, this 
bureau will furnish them promptly 
and accurately. 



THe Cramer-Krasselt Com- 
pany, of Milwaukee, doing a com- 
bination printing .and advertising 
agency business, has leased new 
and larger quarters on the first 
floor of the Montgomery Build- 
ing, at Michigan and Milwaukee 
streets, that city. 

THE Painter- Tobey-Jones agen- 
cy, of Chicago, is said to have 
closed a contract for handling the 
Gillette Safety Razor advertising, 
This agency is establishing a New 
York branch office in the Times 
Building, where the Gillette Sales 
Company is also located, and will 
put Mr. Kendall in charge of both 
the razor account and its Eastern 
interests. 

BILLBOARDS GOING UP. 

Varney & Green, the San Fran- 
cisco outdoor advertising firm. 
are rapidly rebuilding their plant 
in that city, posting paper printed 
in Los Angeles on al! available 
locations. Mr. Green places their 
total loss at $300,0c0, partially in- 
sured. About half of the San 
Francisco plant was destroyed,, 
but $40,coo worth of lumber has 
already been ordered and a force 
of over 400 men is being collected 
to rush the work of rebuilding. 
Mr. Green asserts with confidence 
that within thirty days they will 
be caring for all paper. 

ADVERTISERS CANNOT 
CENSOR NEWS. 

The St. Louis Star-Chronicle 
publicly announces that the Wm. 
Barr Dry Goods Co., of that city, 
has withdrawn its advertising 
from the paper because it recent- 

ly published as news the facts 
concerning the arrest of a 
chauffeur employed by Geo. M. 
Wright, president of the dry 
goods company, who was charged 
with reckless motoring. In an 
editorial the Star-Chronicle em- 
phatically denies the right of any 
advertiser to control its news 
pages, and says that it will print 
all the news even if the paper has 
to be issued without a line of 
advertising. ’ 
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THE SAVANNAH, GAS 
“PRESS.” 

A comparison of the classified 
columns of the Savannah, Ga., 
Press for the first four months 
of this year with the same months 
of 1905 shows the following re- 
sults: The increase for January 
was I5 per cent, February 33 per 
cent, March 42 per cent, April 
54 per cent. This showing 
is in a large measure due to 
the efforts of Mr. G. P, Talbott, 
who became manager of classi- 
fied advertising for this progres- 
sive paper last December. 
The Press is not conducting 
schemes, nor carrying on gift en- 
terprise; the only inducements 
held out to advertisers and agents 
are reasonable rates and profitable 
returns. 

THAYER SELLS STOCK. 
John Adams Thayer has sold 

part of his stock in Everybody's 
Magazine, and will retire from 
active participation in the Ridg- 
way-Thayer Co. June 1, though 
retaining an interest in the com- 
pany that makes him the third 
largest stockholder. His reason 
for this action, it is said, is an 
unwillingness to join in launching 
a new magazine which the com- 
pany contemplates putting out—a 
weekly. Mr. Thayer has been in- 
strumental in building the adver- 
tising patronage of Everybody's 
from $120,000 a year to over 
$750,000, and leaves the advertis- 
ing department in charge of 
Robert Frothingham, formerly ad- 
vertising manager of Life. His 
interest is said to have brought 
$250,000. No change in the policy 
of Everybody's is contemplated. 
The chief stockholders are Erman 
Ridgway and G. W. Wilder. the 
latter the active head of the But- 
terick Publishing Co. 

A rating given in 
PrinTERS’ Inx’s Roll of 
Honor practically fixes the 
circulation of a paper be- 
yond dispute. 



30 PRINTERS’ INK. 

KENDALL BANNING, junior part- 
ner in the advertising firm of 
Bruce & Banning, New York, was 
married to Miss Hedwig V. 
Briesen, on May 109, at Fort 
Wadsworth, Staten Island, N. Y. 

LARGEST TECHNICAL AD. 

What is said to be the largest 
advertisement that has ever ap- 
peared in a technical journal is 
found in the Engineering Record 
of May 12. Occupying sixteen 
pages, it gives an illustrated re- 
view of the construction contracts 
carried out by Frank B. Gilbreth. 
the contracting engineer, New 
York City, and was inserted with 
a view to securing contracts on 

the Pacific Coast. Bruce & Ban- 
ning, New York, prepared this 
advertisement, and say that Mr. 
Gilbreth is sending out 20,000 cop- 
ies as a circular, thus saving the 
expense of a catalogue and giving 
his story the authority of the En- 
gineering Record, which is one of 
the leading construction journals 
of this country. 

PROPRIETARY CONVEN- 
TION. 

The twenty-fourth annual con- 
vention of the Proprietary Asso- 
ciation of America was held at 
the Hotel Astor, New York City, 
Ma 15-17. The organization 7. 45 g { 
now has 260 members, Questions 
of rates, prevention of price-cut- 
ting, discounts, breakage and 
others matters that arise in trans- 
actions between manufacturer and 
retailer, were discussed with dele- 

gates from the retail and whole- 
sale druggists’ associations. The 
following officers were elected: 
President, Frank J. Cheney, Hall Chemical 

Company; first vice-president, J. W. Kennedy, 
k. C. De Witt & Co., Chicago; second vice- 
president, A. H. Beardsley, Dr. Miles Medi- 
cine Company, Elkhart, Ind.; treasurer, W. S. 
Douglas, Douglas Manufacturing Company, 
New York; and secretary, Orient C, Pinckney, 
Himrod Manufacturing Company, New York. 
Executive committee: H. H. Good, Carter 
Medicine Company, New York; W. H. Grove, 
Lydia Pinkham Medicine Company, Lynn, 
Mass.; Joseph S. Hindes, Emerson Drug 
Company, Baltimore; H. E. Bucklen, H. E, 
jucklen & Co., Chicago; R. R. Land, Dr. 
Kilm-r Company, Binghamton. N. Y., and D, 
M Newbre, Newbro’s Herpicide Company, 
Detroit, 

R. F. Marxuam, advertising 
manager of the St. John (N. B.) 
Sun and Star, is to take charge 
of the advertising and circulation 
departments of the Sun, at Bran- 
don, Manitoba. 

FROM HIS GRATEFUL EM- 
PLOYERS. 

The directors of the Phelps 
Publishing Company of Spring- 
field, Mass., granted Mr. Whitney, 
their advertising manager, a three 
months’ trip abroad, with their 
best wishes and a sizeable check. 
This in consideration of his faith. 
ful and meritorious services in the 
company for twenty-five years. 
Mr. Whitney, accompanied by 
Mrs. Whitney, sailed Saturday, 
May 19, on the Canopic of the 
White Star line, for Naples, and 
will return on the Republic, leav- 
ing Liverpool August third. 

CIRCULATION TOPICS. 

The following subjects will be 
discussed at the convention of the 
National Association Managers of 
Newspaper Circulation, to be held 
at the Hotel Seelbach, Louisville, 

June 5-7: 

Debate—Resolved, that the use of premiums 
is an unnecessary expense, and should be 
abolished. 

Debate—Resolved, that the postal authorities 
should be applied to in behalf of the rural car- 
riers, and that the same privilege should be ex- 
tended to them that is now granted post- 
masters. 
Howto Keep the Circulation Department in 

Touch with the Editorial Rooms.—Wm. 
Elder, 7elegram, Toronto. 
How to Promote and Maintain Circulation 

by Independent Carriers in Towns from 10,000 
to 100,000 Population.—Sidney D. Long, 
Eagle, Wichita, Kan. 

Is the Comic Supplement a Desirable 
Feature?—W. J. Darby, Maitland Empire, 
Toronto, 

Experience of Those Who Have Cut Out 
Return Privilege.—Alfred Zimmerman, 
World, New York. 
How to Get the Best Results Out of the 

Newsboys.—-J. S. Bishop, 7 7zbuxe, Salt Lake 
City. 
Newspapers Before and After the Earth- 

quake—H. J. F. Berkeley, Bee, Sacramento, 
Cal. 

Isa Mailer a Skilled Laborer, and is this 
Labor Eligible as a Union to be Affiliated 
with the Typographical Union ?—F, G. Hay, 
News, Indianapolis, 
The Benefit of Being a Member of Our 

Association. —Thos. Downey, Glode, Boston. 
Cost of Supplies and the Best Way to Assist 

Our Managers in Saving in Purchase of 
Them,—W, H, Gillespie, Free Press, Detroit, 

——— 
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THe News, of Providence, R. 
I., has been re-named the News- 
Democrat, and Peter J. Trumpler, 
formerly with the Providence 
Telegram and Pawtucket Times, 
has assumed the business manage- 
ment. 

THE Austin (Texas) Statesman 
has been incorporated and moved 
into a new building. Its capital 
stock is $30,000, with John H. 
Kirby president, and M. L. Good- 
win business manager. S. C. 
Beckwith, New York and Chi- 
cago, represents the Statesman in 
the foreign field, 

ADVERTISING GOLF. 

Two golf games were played at 
Montclair, N. J., May 16, by the 
New York Advertisers’ Associa- 
tion. In an eighteen-hole handi- 

cap W. C. Freeman, M. Whitlatch 
and E, A. Freeman tied with a 
score of 85, Mr. Whitlatch win- 
ning in the play-off (80), with E. 
A. Freeman second (83.) Jason 
Rogers won the net-score prize 
(88-14-74). In a four-ball four- 
some M. Whitlatch and E. A. 
Freeman made a net score of 72 
from 3 handicap, and the same 
score from 14 handicap was made 
hy J. C. Platt and J. H. Staats: 
The rival pairs tossed for first 
and second prizes and Whitlatch 
and Freeman won, 

ADVISED TO GET WISE. 
Butler Brothers, the Chicago 

wholesale house, have just issued 
a new booklet for retail mer- 
chants entitled “The Retail Mail- 
Order Problem.” It deals with 
methods of fighting the competi- 
tion of large mail-order houses, 
and as the “solution” of this 
problem for the local retailer is 
believed to be advertising, mer- 
chants are advised to post them- 

selves on advertising methods by 
reading a_ reliable advertising 
journal, which deals both with re- 

tail advertising and mail-order 
methods. Copies of this booklet 
are mailed to merchants who ask 
for it. Out of 300,000 local re- 
tailers in the United States more 
than 40,000 have secured copies 

to date. 
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THE National Advertiser is still ad- 
vocating a dead issue—antagonizing 
advertising in magazines. In arecent 
issue sixty-two reasons are advanced 
why advertising in magazines doesn’t 
pay. Publisher Eiker should have 
printed the matter referred to in his 
Bug House Department, which he 
admits is the only readable section 
of his paper, 

CHICAGO MOVINGS. 

The Franklin Advertising 
Agency, Chicago, has moved from 
the Marquette Building to the 
Stewart Building, State and 
Washington streets, that city. 
Other Chicago advertising and 
publishing removals are: Ad 
Sense — from the Marquette 

Building to Stewart Building; 
Kane-Franklin Advertising Agen- 
cy—from 84 Adams street to the 
Y. M. C. A. Building, LaSalle 
street; Jrrigation Age—to larger 
offices in the Boyce Building; 
Western office of Cushman’s Six, 
G. A. Wallace, representative, to 
larger quarters in Boyce Build- 
ing. 

AGENCY CELEBRATES. 

At the annual “round-up” of 
the White’s Class Advertising 
Company, held in the Auditorium 
Hotel, Chicago, May 22, many of 
this agency’s clients and most of 
the staff from its New York 
offices were present. Hon. T. D. 
Harmon, of the National Stock- 
man and Farmer, Pittsburg, acted 
as toastmaster. Addresses were 
made by Hon. W. B. Otwell, Car- 
linville, Ill.; Hon. F. D. Coburn, 
Secretary Kansas Department of 
Agriculture; Hon. J. H. Hale, the 
Connecticut “peach king;”’ and 
Prof. P. G. Holden, the corn ex- 
pert of Iowa Agricultural College. 
A discussion of advertising im- 
provement followed. The factory 
of Crofts & Reed, who sell on the 

“factory to family” plan, was 
visited in tallyhos the day after 
the dinner, and a luncheon was 
also served at the plant of Sears, 
Roebuck & Co, prior to an inspec- 
tion of the largest mail-order 
business in the world, 
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A. G. Guerpan & Co., of 1609 
Chestnut street, Philadelphia, 
send out an informative booklet 
on oriental rugs, telling of their 
history, and proper method of 
cleaning, repairing and storing. 

“HOUSE BEAUTIFUL” NOT 
AFFECTED. 

The recent transfer of the book 
publishing business of Herbert S. 
Stone & Co., Chicago, which was 
purchased by Fox, Duffield & Co., 
New York, does not in any way 
affect the House Beautiful. For 
more than four years this month- 
ly magazine has been the prop- 
erty of Herbert S. Stone as an in- 
dividual, who will continue to 
edit and publish it at its present 
offices in the Republic Building, 
Chicago. Ernest F. Clymer is ad- 
vertising manager. 

IMPORTANT CONFER- 
ENCE IN SOUTH 

AMERICA. 

At the third International Con- 
ference of American Republics to 
be held in Rio de Janeiro this 
summer, from July 21 to Septem- 
ber I, many important questions 
of trade, commercial treaties, 
more rapid communication be- 
tween South America and other 
nations, the distribution of statis- 
tical information, etc., will be dis- 
cussed. The United States will 
send seven delegates, including 
Hon, Elihu Root, Secretary of 
State, and Hon, William I. Bu- 
chanan, former minister to Ar- 
gentina. W. J. Johnston, publish- 
er of the American Exporter, 
New York, will also attend the 
conference on behalf of a number 
of American manufacturers who 
have retained him as representa- 
tive, and at its conclusion will 
extend his tour through the At- 
lantic Coast of South America, 
crossing the Andes and also cov- 
ering the Pacific Coast, calling at 
the principal seaports of Brazil, 
Uruguay, Argentina, Chili, Peru 
and Ecuador. Last summer Mr. 
Johnston was a member of the 
Taft party, visiting Hawaii, Japan, 
the Philippines and China. 

AN 
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Pennsylvania Grit, of Williams- 
port, Pa. has issued a folder 
which contains just the sort of 
information that an advertiser 
wants. A detailed report of cop- 
ies printed in 1905 and the first 
four months of 1906 is supple- 
mented by an outline map show- 
ing distribution by States. Two 
pages are given to news notes 
about the paper, and several more 
contain reasons why Grit has 
proven a satisfactory medium. 

LEWIS AT LAST TO GET A 
FAIR INVESTIGATION. 

The Postmaster-General has 
authorized an investigation of the 
publications of the Lewis Publish- 
ing Company by a special com- 
mission, composed of five repre- 
sentatives from the classification 
bureau of the Postoffice Depart- 
ment and five St. Louis men, who 
are to be appointed by E. G, 
Lewis. This commission, in its 
report, will indicate whether 
Lewis has been, and is, defraud- 
ing the Government in mailing 
his publications as_ second-class 
matter. 

It is now very generally believed 
here that Lewis is at last to have 
fair treatment and just investiga- 
tion by the Government. Some, 
however, consider it remarkable 
that Lewis and his institutions 
have been subjected to the Fed- 
eral indictments, at the instigation 
of the local postoffice inspectors, 
who procured the fraud order 
against the bank and Lewis him- 
self; that he has been mulcted to 
the extent of nearly a half-million 
dollars in expense and losses, and 
that now, at the end of a year, the 
facts are to be ascertained. 

In St. Louis, Lewis’s success in 
obtaining this investigation is re- 
ceived with a great deal of satis- 
faction. The feeling that he 
should have fair treatment is 
growing, and there is a demand 
that the arbitrary power placed in 
the hands of the Postoffice De- 
partment to declare a man or in- 
stitution fraudulent on secret re- 
ports and without trial, be cur- 
tailed if not entirely withdrawn.— 
Indianapolis News, May 14, 1906. 



W. H. BLACK, 
Written by Thomas Balmer. 
It is not considered good form 

for a father to write about his 
son’s success. But I take the 
liberty of believing that when we 
write of the successes of our sons 
of business—not of our blood— 
no one is better qualified than the 
fathers of these sons. They do 
certainly know them best. 

It is only a little over five years 
ago that a young Princeton man 
who had learned to give and take 
hard knocks, with a smile and 
without malice, on the Princeton 
football team of 1898, went to 
lunch with me. We met that we 
might talk over his suitability to 
take charge of and push the cir- 
culation department of the Satur- 
day Evening Post. 

Incidentally he had _ learned 
something of advertising, and he 
wanted to know why he could not 
get in the advertising department 
instead of the circulation depart- 
ment. 
My test of his sincerity 

was—“How much do you believe 
in this?” The evidence of that 
belief was his willingness to go to 
work for ten dollars a week. 
What he was told then, and 

what many others have been told 
since, was that the price paid to 
a “greenhorn” formed but a small 
part of the cost of his education— 
for the “greenhorn” often during 
the first six months of his busi- 
ness career spoils more good busi- 
ness than ten times his salary 
would amount to. How much 
this aspirant for advertising fame 
did spoil, I never knew—for he 
could not escape the logical fate— 
but events have proved it was 

worth the cost. 
When I retired from the Curtis 

Publishing Company’s employment 
he paid me the high compliment 
of preferring to go with me “to 
continue his advertising educa- 
tion,” as he called it, rather than 
stay with the Curtis Publishing 

Company. 
He might have had a very large 

increase in his salary, which by 
that time, of course, was very 
much larger than the amount I 
have mentioned, 
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I’ believed then, and I say now, 
that I could not have made the 
success that we made in the ad- 
ministration of the Chicago office 
of the Butterick Company, with- 
out Mr. Black’s enthusiasm, en- 
ergy, and ability—powers which 
were making themselves felt and 
winning recognition everywhere. 
The best evidence of the recog- 
nition of Mr. Black’s ability were 
the criticisms which I begun to 
hear. Such criticisms are the in- 
evitable fate of any man who lives 
up to a business principle which 
varies in any degree from _ set 
precedent. 

Like the constant washing of 
waves on the shore there is always 
at work a constant effort to over- 
come the established line of right. 
And all elements seem to conspire 
together to break down and en- 
croach upon the protection of 
these rights as the Butterick Com- 
pany interpreted them. 

It was a great comfort to me 
to feel that I had in my office a 
man of Mr. Black’s type—a mind 
trained to study. He gave his 
time and thought to the exclusion 
of everything else, to the study 
of his business. 

More than any other quality 
that concentration of attention 
quickly equipped him to become 
the most prominent advertising 
representative in the West. 
He quickly absorbed all the un- 

derlying scientific principles that 
must attach to the intelligent de- 
velopment of advertising to-day 
and in the future. 

Thus, as the years rolled on, he 
became so well qualified that it 
made it easy for me to leave Chi- 
cago to take charge of the adver- 
tising department of the Butterick 
Company, with headquarters in 
New York. 
When Mr. Ralph Tilton was 

selected as my _ successor Mr. 
Black pledged and gave him his 
loyal support, and hearty co- 
operation in everything he at- 
tempted. During that twelve 
months the volume of business 
passing through the Western 
office has demonstrated the loyalty 
and cordiality of that co-opera- 
tion, 
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In the enlarging and broaden- It was natural that he should turn 
ing of editorial policy it became to the man who had made good 
necessary that Mr. Tilton should under two administrations and 

Mr. W. H. Biack, 
WHO suCe€EEDED RALPH TILTON AS ADVERTISING MANAGER OF THE BUTTERICK TRIO. 

devote his time exclusively to that who had grown in ability to man- 
department. Mr. George Wilder age a larger and growing business 
looked for a successor to him. in the most important office; and 



that he should give to this young 
man—capable, enthusiastic and 
hard-working — the advertising 
management of the Butterick pub- 
lications, and the responsibility 
for its conduct. 

Mr. Black will have to meet 
all the emergencies of the future 
of these magazines, which are not 
second to any published in this 
country, either for the quality of 
the magazines issued; for the 
purpose for which they are de- 
signed; or for volume of the cir- 
culation which they have attained; 
or the price average for which 
that circulation is sold by their 
advertising department. 

Dr. Van Dyke, the speaker at 
the publishers’ banquet _ said, 
“There are no self-made men. 
They are men who have availed 
of the opportunities that were 
created before them, and it is 
enough praise that the man 
should be able to see opportunity 
and be qualified to avail of it.” 

His opportunities have come 
fast to this young man. He has 
been equal to them. I believe 
that in the new position to which 
he has been called he is qualified 
not only for present conditions, 
but will be equal to meet all the 
emergencies that may arise in the 
future. 

He will ripe them in his ex- 
perience, 
From this young, fresh mind, 

thoroughly trained .in advertising 
and in advertising conditions, we 
have a great deal to hope for. I 
believe that all the advertising 
world will some day be his debtor. 

So much for what W. H. Black 
has been and may be in his busi- 
ness future. Nothing has been 
said of the personal qualities that 
he possesses. Qualities that have 
made him hosts of friends every- 
where, 

No advertising account is too 
small to enlist his attention. None 
too large for him to grasp. 

His personal relations with all 
advertisers everywhere are on a 
plane of intimacy, friendship and 

confidence that no other man en- 
joys in greater degree. 

No one is ever in doubt as to 
what W. H. Black means. He 
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makes none of his successes by in- 
direction or  equivocation, or 

withholding some of the thoughts 
that might imperil some of the 
possibilities of the actual placing 
of an order. The advertiser 
knows that, if he cares to, he can 
ask him as to what his opinions 
are as to possible success of his 
advertising and whether his judg- 
ment is right or not—he does not 
hesitate to express his opinion 
through fear that when the adver- 
tising has been completed he may 
be wrong. No man can always 
be right, but Mr. Black is as few 
times wrong as any one else. The 
sum total of all that means suc- 
cess. There are only two factors 
essential to what the world calls 
success—fitness and opportunity. 

William H. Black has fitted 
himself. Beginning with his first 
experience as _ second assistant 
under me, as manager of the 

Western office in the Curtis Pub- 
lishing Company, he made, for 
the time he was there, a most en- 
viable record. When the larger 
responsibilities came, as my direct 
assistant and the only one but my- 
self in the Western office of the 
Butterick Publishing Company, 
he proved equal to the emergency, 
and his devotion and loyal quali- 
ties were brought to the front. 
When the entire responsibility 

of the Western office was loaded 
on him, he proved equal once 
more to his new responsibilities 
and his loyalty was unshaken. 

And now I feel satisfied that, 
in his new position, he will not 
only prove the existence of these 
qualities, but if there is anything 
else necessary to the higher de- 
velopment of his opportunities it 
will be found in his make-up and 
will be brought to the front. 

——+or 

A REVISED list of the 1,400 country 
weeklies comprised in the nine lists 
of the Chicago Newspaper Union has 
just been issued from the Chicago office. 
With it comes a colored map indicating 
distribution in about twelve States of 
the Middle West. 

ag taceaecties 
As a means of maintaining interest in 

its clubs, as well as announcing new 
premiums for its agents, the Larkin Co., 
Buffalo, publishes a_ handsome _ little 
monthly magazine called The Larkin 
Idea. 
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COMMERCIAL ART CRITICISM | 
BY GEORGE ETHRIDGE, 33 UNION SQUARE,N.Y. 
READERS OF PRINTERS’ INK WILL RECEIVE. FREE OF CHARGE! 

CRITICISM OF COMMERCIAL ART MATTER SENT TO MR. ETHRIDGE. 

There are not many balloonists ist at all, but it has advantages 
who read Printers’ INK but a of simplicity and legibility, which 
lesson drawn from a balloonist’s his effort sadly lacks. 
advertisement may be of some = Pe a 
value to advertisers who keep _ Here is an advertisement of the 
their feet as close to the ground Ideal Engine which is peculiar in 

as possible. The curious little ad- 
vertisement marked No. 1 shows 

that the “Prof.” has one frailty 
in common with a large number 
of advertisers in all classes of 
business, He is not contented to 

Edr. Hutchison 

AMERICAS MOST 
SUCCESSFUL AERONAUT 

JDhe 
SUREST azo HIGHEST, 

FLYER o7 EARTH 

THE LATEST 
IN BALOONING 

18 YEARS 
EXPERIENCE 

EARTA 

Ve THE LATEST JN 
F BALLOONINGS— 

Tv. s es Aa 

18 YEARS Cer a 
EXPERIENCE ‘ 
BOX 57. 

ELMIRA.NY. 
Ne! 

use a picture of one balloon, but 
must have seven, with accom- 
panying clouds for each particular 
balloon. It is not to be under- 
stood that the “Prof.” occupies 
and performs upon seven balloons 
at once—it is simply one of those 
instances in which the advertiser there is plenty of room in the ad- 
thinks it incumbent upon him to advertisement to show it up and 
fill all his space and crowd in as let us see what it really is. The 
many pictures as possible. Prob- heading “Balance a Dollar,” is 
ably the advertisement marked interesting, but in order to find 
No. 2 would not suit this balloon. out w':ere you balance the dollar 

many respects. The illustrative 
feature is jammed down in one 
corner and almost lost, whereas 

 \ 

Balance a Dollar 
‘Shooting an apple from a boy’s head is a steady job. Ian engine shakes 

under a heavy load. it is a matter of time only until something lets go. 
We are-now speaking especially of highspeed engines, although the 

same holds good with all, 

" erecipal caies la the terid, Prem sad lloras Oy 

‘A. L. 108 & Sons, 403 Liscole Avesue 

“IDEAL” Springfield, Illinois. 

ee 



and what happens to it, it is ne- 
cessary to read nearly through the 
entire advertisement, which is an- 
noying. If the heading of this 
advertisement had said in plain 
terms that a dollar may be bal- 
anced upon the cylinder of an 
Ideal Engine the interest in this 
advertisement would have been 
increased several hundred per 
cent. 

* * * 

Aside from its general attrac- 
tiveness this Heinz advertisement, 
occupying a full page in current 
magazines, is in many respects an 
interesting and convincing one. 

Why not 

Let HEINZ 
Supply Your 

Home Preserves? 
Instead of doing your own preserving, 

why not get your family supply from the 
many choice varieties prepared by Heinz? 

It's a long step toward easier housencep- 
ing—and often to better food, for in the Heine 
Kitchens Preserving is done with re 
and experience that no single home « 
possess. 

Choice, specially-selected fruits and ree 
Granulated sugar—nothing is ever used bi 
these in Heinz Preserves. By can ves " 

Y is ame by system, with eee ‘yeti mad 
tudy helpers to carry it 

\ Even so small a nies as the steding of a 
cherry, or the hulling of a berry, receives the 
individual attention of an experienced worker 
whose sole thought is, how clean—how well, 

This exactness of the Heinz Way mani- 
fests itself most forcibly in the goodness a 
excellence of our foods. 

There's greater variety in Heinz Preserves 
than mostly found in the home stock—Pine+ 

apple, Strawberry, Cherry, Peach, Raspberry, 
Damion, etc, In sterilized crocks, jars of our 
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of the advertisements that defeats 
its own purposes. The attempt 
to display everything, to make 
nearly every line stand out 
stronger than anything else, nat- 
urally produces a_ perfect botch 
of black type, which comparatively 
few people will have the patience 
to read. This advertisement 
would have been much more 

WHY PAY $80,000 
FOR A LOT ON 125th ST. 

™ ELMHURST HEIGHTS 
IS NEARER TO HERALD SQUARE. 

ance versbt AY, THOLLEY HUW TIME (6 MNUTER 
TEARS BEING Mere ue: ack sie Faiths Fon ApIOL id Lakos® 

LiSuR eG Rasen aay ted 
6 inure, 10 HERALD 1b SOUR 8 w Tata —STATON 3 Lok AS ae There 

URWOUNDINGE ake EXCLUSIVE 
jOOUNT ve: pong 

Porkwey Bourauy Pavwears accepTeD (eaeacet 
SED POSTAL FOR MANOSOME 

BANKERS LAND CORPORATION, vo eat 

effective with only one heavy dis- 
play line and the rest of the copy 
set up in readable type. The lead- 
ing query of this advertisement, 
“Why pay $80,000 for a lot on 
125th street?” is both interesting 
and timely, as most of us were 
just on the point of rushing off 
to do that absurd thing when this 
advertisement providentially made 
its appearance, 

* * * 

Here is an advertisement of tor 
Ranch, recommended as an ideal 
place to spend a vacation. This 

J J. HEINZ COMPANY, 
New Vork Pittsburgh Chlcage = Londen 

35 
Vanes 

It is a good example of that class 
of advertisements which ask a 
question in the headline and 
answer it in the body, Certainly, 
“Why not let Heinz supply your 
home preserves?” is a query 
which will interest the housewife, 
and the copy in its entirety is a 
fairly satisfactory answer, to the 
question raised by the headline. 

* * * 

The newspapers of New York 
City are handling an immense 
amount of real estate advertising 
of late, and some of it is very 
good. Some of it, however, 1s 
considerably worse than bad and 
there is reproduced here one of 
the very bad ones. This is one 

is rather a strange piece of work. 
The white lettering on the black 
background is, of course, very 
bad, and the five different illustra- 
tions of or pertaining to I01 
Ranch are a sad failure, particu- 
larly as they are weakened by the 
strong black beneath. It would 
have been much better to use one 
strong, attractive picture of a 
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buffalo, an Indian, a camp wagon 
or something else of interest in 
connection with the ranch and use 
the rest of the space in explaining 
what it is all about in clear, read- 

able type. 
———+0r 

THE CASE OF “TOWN TOPICS.” 

In spite of its effort to retain cir- 
culation and business it loses rapidly 
in both... The advertising for the first 
third of 1906 shows a falling off from 
1905 of about 23,774 lines, whch is 
about half as much as the whole of its 
remaining patronage or say $14,858, 
which would be $44,574 for the year. 
This, with a corresponding change in 
circulation, and the much greater loss 
of blood money, is enough to transform 
profit into -heavy loss, The business men 
who have struck this blow, those who 
were advertisers in Town Topics during 
the first four months of 1905 and did 
not advertise in the first four months 
of 1906, are these, whose names should 
constitute a roll of honor for the ser- 
vice they have done the public: 

Abel & Bach (Trunks) 
Blaine, Shotz & Co. (Ladies’ Tailors) 
Blair’s Pills 
Breslin Hotel 
Samuel Buckley & Co. (Foreign Cus- 

toms Agents) 
Budd & Co. (Shirfs) 
Burr Pub. Co. 
Cantslip Bath Tub Appliance Co. 
Caro Caro Co. 
Cleopatra Beautifying Co. 
Cortez Cigars 
Dewar’s Scotch Whisky 
Drug Crave Crusade 
Equitable Life Ins. Co, 
Everybody's Magazine 
Four-Track News 
E. M. Gattle (Jewelry) 
Gorham Silver Co. 
Great Western Railway 
Hardman Piano Co. 
Harper Bros. (Publishers) 
Hartford Suspension Tire Co, 
Havana Tobacco Co. 
Haynes-Apperson (Autos) 
R. J. Horner (Furniture) 
Horton Mfg. Co. (Fishing Rods) 
Hotel Cecil 
Hotel Chamberlain 
Hotel Metropole 
Hotel Somerset 
Hotel Touraine 
Hotel Victoria 
Hotel Windsor 
Jewett Piane Co, 
Geo. Kessler & Co. (Champagne) 
Wm. Kinsey (Linens) : 
Knickerbocker Art Galleries 
Knickerbocker Trust Co. 
Krementz & Co. (Collar Buttons) 
Lackawanna Railway 
Lamont, Corliss & Co. 
John Lane (Publishers) 
Lea & Perrin’s Sauce. 
Maison Nouvelle (Millinery) 
Michigan Central R. R. 
E. A. Morrison (Dry Goods) 
Mt. Park Hotel 
G. H. Mumm & Co. (Champagne) 

Mutual Life Ins. Co. 
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N. J. Central R. R, 
Old Dominion S. S. Line 
Olds Motor Co, 
Outing (Magazine) 
Pabst Blue Ribbon Beer 
Pequot House 
Pond’s Extract 
G. P. Putnam (Publishers) 
Red Top Rye Whiskey 
Redmond & Co. (Investment) 
Reed & Barton (Silverware) 
Shoreham Hotel 
S'einway Piano Co. 
Stoll & Co. (Whiskey) 
Tiffany & Co, 
U. S. Mortgage & Trust Co. 
Wabash Railway 
Waldorf-Astoria 
Warner Bros. (Corsets) 
White Rock Lithia Water 
Whiting Paper Co. 
J. B. Williams (Soap) 
Wisconsin Central Railway 
Woodbury Soap 

and the following theaters: Casino, Col- 
onial, Daly’s, the’ New York Hippo- 
drome, Hudson, Lew Fields’, Lyccum, 
Lyric and Weber’s. 

Men who enable Town Topics still 
to drag along are those whose adver- 
tisements still appear. They are: 

Abbott’s Angostura Bitters 
Acker, Merrall & Condit (Grocers) 
B. Altman (Dry Goods) 
American Car Foundry 
American Tobacco Co, 
American Woolen Co. 
Anheuser-Busch Co. 
Atlantic Coast Line 
Baltimore & Ohio 
Barclay & Co. (Soap) 
Batjer & Co, (Whisky) 
Battery Park Hotel 
David Beechoff (Women’s Costumes) 
Binner (Corsets) 
C. D. Boss (Crackers) 
Bromo-Seltzer Co. 
Burley & *Co. (Gowns and Millinery) 
Chatland & Lenhart (Crackers) 
Chesapeake & Ohio 
Chicago & N. W. Railway 
Chickering & Sons (Pianos) 
Chiclets (Chewing Gum) 
Cuticura Soap 
Francis Draz & Co, 
Electric Vehicle Co. 
Eugénie (Shirtwaist Sui‘s) 
Evans’ Ale 
Fifth Ave. Art Galleries 
Florida East Coast Hotel 
Forbidden Fruit Co. (Cordial) 
J. H. Freyman (Chocolate) 
Geo. Frost (Garters) 
Garrick Club Rye 
Grand Hotei 
Grande Maison de Blane (Linens) 
Hamburg-American Line 
Heublein (Cocktails) 
Hollander & Tangeman (Autos) 
L. P. Hollander (Fancy Goods) 
Hotel Brighton 
Hotel Gramatan 
Hotel Martinique 
Hotel Traymore 
Hunter Rye 
Huyler’s (Chocolate) 
Imperial Rair Regenerator 
Trene (Corsetiere) 
Iron Mountain Route 
Jack’s Restaurant 

(Champagne) 



John Jameson (Whisky) 
whos. Jeffery (Atitos) 
Keeley Cure 
Lakewood Hotel 
Laurel House 
Lichtenstein (Millinery) 
Liebig’s Extract 
Loftis Bros, (Jewelry) 
Louisville & Nashville Railway 
Luyties Bros. (Bitters) 
Allen McAffee (Shoes) 
Jas. McCreery (Dry Goods) 
Macy’s (Dry Goods) 
Margaret Murtha (Gowns) 
Jordan Marsh Co. (Dry Goods) 
Mcllhenny’s Tabasco 
Martell’s Brandy 
Maxwell Briscoe (Autos) 
Melachrino Cigarettes 
Gerhard Mennen (Talcum Powder) 
J. W. Merriam (Cigars) 
Milo Cigarettes 
Missouri Pacific Railway 
Morton Trust 
Natural Food Co. 
N. Y. Central 
N. Y. Telephone Co. 
Nestor Cigarettes 
Allen Olmstead (Footease) 
Mrs. Osborn (Gowns) 
Pears’ Soap 
Penn. R. R. 
The George N. Pierce Co. (Autos) 

‘Pleasant Valley Wine Co. 
Pope Motor 
Postum Cereal 
Prudential Insurance Co. 
Reo Motor 
Richmond Hotel 
Roosevelt & Schuyler (Champagne) 
Sanderson .Mt. Dew Ball (Whisky) 
Carl Schultz (Seltzer) 
Seaboard Florida Ltd. Railway 
Seven Sutherland Sisters (Hair Re- 

storer) 
Simcox (Gowns) 
A. Simonson (Wigs) 
Smith & Mabley (Autos) 
Southern Pacific Railway , 
Southern Palm Limited Railway 
Stern Bros. (Dry Goods) 
Surburg (Tobacco) 
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Trimble Whisky 
United Fruit Co. 
Vichy Celestins 
West Shore Railway 
Wilson Whisky 
Youmans (Hats) 
Young’s Hotel 
Younger’s Scotch Ale 
The following thea.ers remained, in 

the first four months of 1906: Belasco, 
Bijou, Broadway, Criterion, Empire, 
Garrick, Herald Spuare, Knickerbocker, 
Liberty, Majestic, Manhattan, New Am- 
sterdam, New York and Savoy. Man, 
of the advertisers on the above list 
are probably out by now, for these re- 
sults relate to a period when the effects 
of the Deuel trial could but very in- 
adequately show; the verdict in that 
case having been rendered on January 
26, and it requiring several weeks at 
the least for changes to take effect. 
Even if Deuel is not removed from the 
bench, or if the Colonel is not im- 
prisoned, as we expect them to be, 
doubt about the approaching financial 
ruin of the paper should be slight.— 
Collier's, for May 19, 1906. 

The Little Schoolmaster has always 
held that it is mighty poor policy for an 
advertiser to keep out of a medium that 
might be profitable because he doesn’t 
like or approve of a paper’s policy, 
politics or religious belief. Yet, in the 
case of Town Topics, there can be but 
one op‘nion, and the first named group 
of advertisers actually constitute a 
roll of honor; and while this, of course, 
does not mean that the second group 
is a party really desirous of supporting 
a vile and damnable sheet of blackmail 
and corruption, it would be wise to dis- 
associate themselves from a paper for 
which honest, clean men have’ only con- 
tempt.—[Eb.] 

“Eastwarp ‘Through the Storied 
Northwest” is the latest handbook of 
the Northern Pacific, describing the 
route from San Francisco to Duluth by 
way of Portland, Tacoma and _ Seattle. 
It comes from the St. Paul office. 

WHY WILL THIS MAN FLY OFF IN A RAGE WHEN 

APPROACHED ON 1HE SUBJECT OF ADVERTISING ? 

BUT WHEN HE GETS A FREE READING 

NOTICE IT AFFECTS HIM LiKE THIS, 
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Advertisements. 

All advertisements in “ Printers’ Ink” cost 
twenty cents a line for each insertion. $10.40.4a 
line per year. Five per cent disconut may be 
deducted tf paid for in advance of publi- 
caution and ten per cent on yearly contract 
puid wholly in advance of jirst publication 
Display tupe and cuts may be used without 
extra charge. but tf a specified position is 
asked for an advertisement, and granted, 
double price will be demanded, 

WANTS. 
HOUSANDS of men owe their advancement 
to us; if youare acompetent man we have 

position for you; write for a dAP- 
GOODS, Suite 511,309 Broadway, N.Y. 

Gers TYPE—A Cyclopedia of Every- 
/ day Information for the ~ Printer Aaver- 

tising Man; get “typewise”’: 64 pp., o0c. postpaid, 
ag’ts wanted. A.8. CARNELL, 150: Nassau St.. N.Y: 

A Oymatrens EDITOR wanted, for trade 
journal (Boston), to get up ads, make up 

forms, correspond with advertisers, etc. State 
exverience and salary required. “T.,” care of 
Printers’ Ink. 

| gl registered in Iowa, Ill. and Mo., 
Al case taker and expert correspondent. now 

working, wants position with high-grade com- 
pany or specialist. “DOCTUR,” care F. W. Len- 

off, 52 Dearborn St.,. Chicago. 

7 OUNG MAN (25) desires Deritien as adwriter 
or business position. Graduate Pennsyl- 

vania College, post-graduate couse Harvard 
University. Powell Advertising —— P. W. 
EYSTER, 626 W. Phila. St., York, Pa. 

V ANTED—Ad@vertising Representative in 
Eastern territory who can devote part of 

his time to well-established monthly publication 
of National e'reulation. THE TEAM OWNERS’ 
REVIEW, 303 Lewis Bldg., Pittsburg, Pa. 

MBITIOUS beginner (not young. experienced 
otherwise), not afraid of work. desires zood 

clerical position in advertising office, ‘with 
chance to master technical -ide and work up into 
copy- “haga Address “RELIABLE,” care Print- 
ers’ 

eS, ADVERTISER and mail-order dealer 
shouta read THE \\ ESTERN MONTHLY, an ad- 

vertiser’s magazine. Largest circulation of any 
odvertas aoe In America. ample copy 

HE W KSTERN MONTHLY, 8io Granu 
ro Sonne City, Mo. 

XCEPTIONAL OPPOKTUN'TY—I want com- 
tent advertisement writer to join me in 

establishing new advertising agency. Must be 
capable of turning vut concixe and convincing 
copy and originating attractive and illustrative 
ideas. Sober, good babits and hard worker. 
Ready cash not absolutely nece ee Excellent 
field in Middle West. Address “‘C. i. M.,” Print- 
ers 

ALE HELP WANTED—Superintendent of 
Printing segs ot Manufacturing 

Plant in Michigan. A well equipped open shop 
office, having six compositors, five cylinde:s and 
eleven jobbers. Must be capable of taking en- 
tire charge, and of getting out proper amount 
of first-class work at minimum cost, Give age, 
experience, references and os expected. Ap- 
ply I’. O. Box 426, New York City. 

‘s YOUNG MEN AND WOMEN 
of ability wno seek positions as adwriters 

and av managers should use the ciassified co!l- 
umns of PRINTERS’ INK, the business journal for 
aave tisers, puolished ‘weekly at 10 Spruce St., 
New York. Such adverti*ements will ve inserted 
at 20 cents per line. six wordsto the line. !’RINT- 
rks’ INK is the best school for advertisers, and it 
reaches every week more employing aavertisers 
than any otuer publication 1n the United States, 

V ANTED—Clerks and others with common 
school education~ only, who wish to quai- 

ity for renay positions at $2» a week and over, to 
write for free copy of my new prospectus ano 
endorsements from leading concerns every- 
ste One graduate filis $8,000 place, another 

and any number earn $1,500, The best 
Sahin adwriter in New York owes bis suc- 
cess within a few —* to my teachings. De- 
mana ee a Fa is ply. 

GEOR . POWELL Advertising and Rvat- 
ness apes. 38 55 Metropolitan Annex, New York. 

PRINTERS’ INK. 

HE circulation of the New York World 
morning edition, exceeds that of any other 

morning newspaper in America by more than 
100.000 copies per day. 

PROPCSALS FOR SU. P1.YING MEAT INSPFC- 
TION STAMPS, LABELS, ET‘'.—United States 
Department of” Agriculture, Office of the Secre 
tary, Washington, May 14, 1906 Sealed proposals 
will be received at the above office until 2 o'clock 
p.m., on tne nineteenth day of June, and then 
and there opened, for furnishing certain meat 
inspection stamps and meat inspection labels, 
or a marking device for inspected meat. It is 
estimated that 6,060,000 meat inspection es con bes 
of two kinds, will be required, and 
labels, or the necessary number of another suit- 
able device for marking inspected meat. Pro- 
posal sheets, specifications and samples may be 
obtained by addressing the Chief of the Bureau 
of Animal Industry, Washington, D.C. Bids 
will be received upon all or any one of the enu- 
merated items. JaMES WILSON, Secretary of 
Agriculture. 

DIRECTORY OF NOVELTY MANU- 

FACTURERS., 

GENTS wanted to sell ad novelties, 25¢ com. 
« 3 samples, 10c. J.C. KENYON. Uwego,N. Y. 

Oey Paper Weights wie your advertise- 
/ ment, $15 per 1. Catalog adv. novelties 

free. ST. LOUIS BUTTON CO.. St. Louis, Mo. 

W ’ RITE forsample and price new combination 
Kitchen Hook and Sill File. Keeps vour ad 

before the housewife and business man. THE 
WHITKHKAD & HOAG Cu., Newark, N. J. 
Branches in all large cities. 

FOR SALE. 

OR SALE—A Fast Perfecting Printing Press 
Outfit complete from motor to finish. Rapid 

work; 8 stereotype 68, 8 20-inch cols., or 16 
pages 4 cols. F. J. SMITH CO., Portland, Me, 

(Rice BARGAIN—A job printery in a healthy, 
growing Southern city; all new type; busi- 

nessinecreasing monthly; inventory Jan 1, $5,000; 
unusual chance for hustier; ; $1,500 cash and $1,500 
long time; good reasons for selling. “PRINTER,” 
care RK. F, "Hemphill, The Staffora, Atlavta, Ga. 

O you covet the independence and content of 
the prosperous ——— publisher? A 50 

year-ola weekly in a delightfui Southern Michi- 
gan city 1s for sale by an estate at a figure that 
will earn an ample dividend on your investment; 
or can be Icased for five years on terms that will 
guarantee a fair reward for your labor; leading 
halt in its field; has been a money- ot <4 

f a century. “EXECUTOR,” care Printe 

ADVERTISING MEDIA, 

Hi EVANGEL. 
ton. Pa se 

Thirteenth year; 2e. agate line. 

A NY person advertising in PRINTERS’ INK to 
the amount of $10 or more is entitled to re- 

ceive the paper for one year 

Ww mt, the Ladies’ Home Journal is to the 
nation the RECORD 1s to Troy and Central 

Miami County, Ohio, Oniy daily. Carries sam* 
high- e advertising. None questicnable of 
any sort accepted. Send for sample copy. 

POST CARDS. 

AMPLES of post cards, post card half-tones 
ana prices for printing them. Sent to those 
writing a letter of foquiry t forthem. STANDARD 
ENGRAVING CO., Photo-Engravers, New York 
a 

DISTRIBUTING. 

[)STEIBUTING through the agency of the 
Bernard Advertising Service in Ala., Ga.. 

Miss., N. (. and 8. C., was te: ve years ago 
by a trinl order for ‘distribution by the Peruna 
Drug Mfg. Co. ; now their books are distributed 
four times annually throu; J the promo 
by the rnard Agency. can learn the 
particulars from CHAS. BERNARD, 7 Trib- 
une Building, Chicago. 

COIN CARDS. 

RS PER 1,000. Less ror more; any printing. 
OD THE COIN WRAPPER CO,, Detroit, Micb, 
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ADVERTISING AGENCIES. 

D. a. g Sg oe AGENCY. 1 Madison Ave. 
Medical journal advtg. exclusively. 

Gunes GATE ADVERTISING CO., 3400-3402 
Sixteenth St., san Francisco. Cal. 

W. KASTOR & SONS ADVERTISING COM- 
e PANY. Laclede Building, St. louis, Mo. 

M\HE IRELAND ADVERTISING AGENCY. 
Write for Different Kind Advertising Service. 

925 Chestnut Street, PhilaaelpLia. 

LBER! FRANK & CU., 25 Broad Street. N. Y. 
General advertising’ Agents. Kstablisheu 

1872. Chicago. Boston. Philadelphia. Advertis- 
ingof all kinds placed in every part of the world. 

N° AMERICAN ADVERTISER can afford to 
4 neglect Canada—a land flowing with the 
milk and honey of prosperity—a profitable field. 
Our service is most productive in results because 
tramed to meet the greatest number of peopie 
who will buy— aie and French. Write for 
partic Bes THE DESBARA!S aDVERTI-~ING 
AGE Ltd., Suite 50, Sovereign Bank Bldg., 
eave’ 

J. H. LARIMORE 
Westerville, Ohio, 

ADVERTISING AGENT 
Advertisements written, illustrated, de- 
signed, placed—newspaper, magazine, out- 
door and direct publicity. Printing, art, 
commercial, general advertising advice: 
Write me tor plans and estimates. 

“FrPaivRrrisa. 
TYPEWRITING fe ‘is2\cenar 
OOM 5,80 broadway, SX. 

a 
ADDRESSING MACHINES AND FAC- 

SIMILE TYPEWRITERS. 

UTO-ADDRESSEK—An office machine that 
4 saves 9) r cent. Besides selling the 
“4 UTO-ADDRESSER,” we make an IMITATION 
TYPEWRITTEN LeTTER and fill in the address 
so that it cannot be distinguished from the real. 
We do wrapping, folding, sealing, mailing, etc. 

Ask us 
AUTO-ADDRESSER, 310 Broadway, N.Y. 

PATENTS. 

p=——=eP ATENTS that PROTECT 
Our 8 books for Inventors mailed on r eco 
of 6 cts. stamps. R. s. & A. B. LAC 
Washington. D.C, Estab. 1869. 

S SHEPHERD & PARKER, 
Solicitors of Patents and Trade Marks, 

108 Dietz Bldg., Washington. D.C 
Highest references from prominent manufactur 
ers. Hand book for inventors sent upon request. 

> 

CLASS PUBLICATIONS. 

20,000 Buyers 
of ($1,025,000,000 annually ) 
Hardware, Housefurnishing 

Goods 

Read every issue of the 

Hardware Dealers’ 
Magazine. 

Write for rates. Speci- 
men Copy mailed on re- 
quest. 
258 Broadway. N. Y. 

CARDS. 

post CARDS of coal very description are mandy by 
= bog sbip to al _ po he w ond. Bs 

ticula . SOUVEN! 
CARD ¢ CO. 1140 oy N. Y 

MAGAZINES OF DISTRIBUTION. 

ARKETING Machinery 1 via Advertising. 
y The principles of modern distribution 

Discussed ably b ¥ —— men, 
Does one thing t —— 
D.scusses econcmy an results in selling. 
Send for free somes copy 
Of SELLING ¥ AZINE, 
The magazine of a Layee 
It —_ and makes money for 

Postal Telegraph Building, Rew § York. 

ADDRESSES FOR SALE, 

O ADVERTISERS—San Francisco Fire; 500 
A Choice eee see Mercnants, Profes- 

sional Men, etc. | forced to buy all sorts of 
things. No stores - buy them from. Scattered 
from the Burnt District, Their New Business 
Addresses in the Suburbs of San Franciseo. 
Mailed for 25 cents. Compiled ei the ARGONAUT 
for its own use. Address ARGONAUT PUBL: SH- 
ING CU., 2% Brown Ave., ~an Jose, California. 

—a es 

ILLUSTRATORS AND ILLUSTRATIONS 

DVERTISING Cuts for Retailers; good;cheap. 
HARPER ILLUS, SYNDICATE, Columbus, O. 

SUPPLIES. 

OTE HEADINGS of Bond Paper, 54x8% 
a inches, with SMe ey (laid p). 100 for 64 aC3 ; 
250 for $1.10; 500 for $1.60; 1,000 for $2.50; 2.000 
4.50: 5,000 for $11.00. send for samptes MERIT 
RESS,. Bethlehem, Pa. 

\ 7 D. WILSON PRINTING INK CO., Limited, 
e of 17 Spruce St., New York, sell more m: g: 

reste cut inks than any other ink house in the 

“Special prices to cash buyers. 

ERNARD’S Cold Water Paste is indry powder 
form, mixes py adding cold water; no dirt, 

no odor, no waste, will not stain. Best paste 
made. Sample package free. Bl.RNARD’S 
AGENCY. Tribune Building. Chicago. 

WHITE LABEL 
OVERLAY PASTE 

White, clean, odorless; sticks and 
is not tacky. Does not curl the 
paper. Sample free. 

L. B. FORTNER, 
36 and 38 Strawberry St., Philada., Pa. 

nat eee 

PREMIUMS. 

MP HOTSANDS of suggestive premiums suitable 
for publishers and others from the foremost 

makers and wholesele dealers in jewelry and 
kindred ae 5 e list i. illustrated 
reap a reatest book of > kind. 
eee Ant 34th issue now ; free. 

MYERS CO., 47w. and 49 Maiden Lane, N.Y. 
+-<->—__—— 

ADDRESSES WANTED. 

IBERAL pay for addresses prosperous people. 
F.C. NICHOLS, Box 789, Goldiield, Nevada. 

——+or—_—_— 

MONEY MAIIi Y MAILERS. 

N ONEY MAILERS—$1. 581.90 per Samples free. 
4 KING KOIN KARRIER CO., Beverly, Mass. 

o> —_—_——_ 

CARD INDEX SUPPLIES. 

TS: CARD INDEX QUESTION will be quickly 
d easily settled by cee catalogue and 

price from the manufacture: This means us. 
STANDARD INDEX CARD COMPANY, 

Rittenhouse Bldg., Phila. 

PRINTERS. 

RINTERS. Write RK. CARLETON, Omaha, 
Nev.. for copyright lodge cut catalogue. 

W E print catalogues. booklets. circulars. adv. 
matter—all kinds. Write for prices. THE 

BLAIR PTG. CO., 514 Main St.. Cincinnati. C. 
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BOOKS. 

fay REPORTERS--Bright young 
m who know what news is and how to 

wrice it, send for booklet No. 6 about itions. 
FERNALD’S (estab. 1898), Springfield, 

66 Catca THE FARMEK” is the greatest ad- 
vertising plan ever created to catch far 

mer trade. Exclusive to one merchant a > 
town, $5. Sent only to retail merchants on fi 
days’ approval. “no cure, no pay.” CLA RENCE 
SOUSLEY, 201 Fifth Ave., Chieago. 

Successful Advertising. | 
HIW TO ACCOMPLISH IT. 

A book for retail mer- 
chants and beginners in 
advertising. Will be sent, 
postpaid, upon receipt of 
Two Do.iars. Address 

Printers’ Ink Publishing Co., 
ad Spruce St., New Yorn 5 

——__+~>+—___—_— 

TIN BOXES. 

i= you have an attractive. handy package you 
will sei) more goods and get better prices tor 

them. Decorate al boxes have a rich appear- 
ance, don’t break, ai dy, ana preserve the 
contents. You can hese in one-half vrogs lots and 
at very low prices, too. We are the folks who 
make the tin boxes for Cascarets, Huylers. Vase- 
line, Sanitol. Dr. Charies ay Food. New —_, 
ana, in fact. for most of the * ig guns ” But w 
poy "just as muchattention to oor little fellows " 
Better send for our new illustrated catalog. It 
contains jots of valuable information. and is 
free. AMKRICAN STOPPER COMPANY. 11 
Verona Street, Brookiyn. N. Y._ The largest 
maker of TIN BOXES outside the Trust. 

————+r—__—_ 

COIN MAILER. 

1 00 for $3. 10.000. $20. Any printing. Acme 
Coin Carrier Co.. Ft. Madison. la, 
es 

ADDRESSING MACHINES. 

DDRESS!NG MACHINES—No type used in 
the Wallace stenci) aaaressing machine, A 

card index system of adaressing used by the 
largest publishers throughout tne country. Send 
for circulars We do addressing at low rates, 
WALLACE & CO... 29 Murray St., New York, 
401 Pontiac Blic.. 358 Dearborn St.. Chicago Th. 

HALF-TONES. 

eyergre R HALF-TONES., 
2x3, 75c.; 3x4, $1 ; 4x5, $1.60. 

Delivered wi when Sam accompanies the order. 
Sena for 
KNOXVI LLE TENGRAVING CO., Knoxville, Tena, 

FALE SONE or line productions. 10 square 
inches or smaller. detivered prepaid. 7ic. ; 

6 or more. 50c. each, Caso with order. All 
newsvuper screens. Service day and nigbt. 
fetid for circulars. keferences furnished, 
Newspaper ial laa v. 0. Box 815, 
Philadelphia, 

PAPER, 

B BaSSETT & SOTPHIN,. 
45 Beekman st.. New York City. 

Coated paversaspeciaity. Diamond B Perfect 
White for high-graae catalogues 

—~+o—————. 

ADVERTISEMENT CONSTRUCTORS. 

WILL DO YOUR ADVERTISING for 2c. a 
week. Sena for —- Retail Dry Goods 

and General Merchants only. No postal cards, 
CLARESCE SOUSL UY, 201 Fifth Ave., Chicago. 

fran faa Breen West f 
introduce them in your 
“follow-up.” and notice in- 
creased returns. Address 
on your office stationery 

FREDERICK WARD 
(Originator of Illustrated Letters), 

Dearborn St., Chicago. 

ATTENTION! 
Six of the leading Advertising Agencies in 
America competed with me in preparing a twelve 
months’ campaign for one of the largest Manu- 
facturing Companies in the country. I’ve just 
heard the result. What a story I have to tel. the 
readers of Printers’ Ink! Why, if my competi- 
tors’ names ALONE dq not convince any skeptic 
that my work must have been on the top story, 
| ta wit ‘app ss further comment. Mind, 
I’m only Ang to those who want advertis- 
eas sit Pr 8 GOODS. Do you want that kind ¢ 
Why not write a LETTER toeer gent t the above 
story,eht ALF. W. BREUNINGEK, 810- 
812 Cherry st.. Philudelphia 

1 MAKE A SP’r-¢ MALTY 
of preparing Electrotyped Advertisements of 

all sizes (either singly or in series), and upon al- 
most any desired subject (not all subjects), 

1 guarantee in all work of this Character a 
distinct novelty of treatment, alike in matter 
and manner, that never fails of securing notice 
wherever it appears 

I invite correspondence from advertisers in 
Trade Journals, Newspapers and Periodicals— 
but especially from the patrons of advertisin 
media - whose rates are 60 “stiff” as to necessi- 
tate the greatest circumspection in the farming 
of space. and from those who think such costly 
space _— something better than mere 
space 

“Wout yeu you like to see samples of such adver- 
tisements? 
No, 41. FRANCIS I. MAULE,402 Sansom &t., Phila. 

SAN FRANCISCO BUSINESS 
Send Rate Cards and Agent's Commission, with Full Data, to 

THE NOLAN DAVIS CO., INC, 
~—-OPERATING— 

BARNHART AND SWASEY 
Temporarily at 878 Broadway, Oakland, Cal. 

THE ADVERTISING AGENCY OF THE PACIFIC COAST 
Back in San Francisco within thirty days with a better 

equipment than before the fire. 
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The Pattern Publications —Who Reads Them. 

o The Pattern Publications are of interest only to women, 
be. : They are of interest only to women at times when matters of dress Ail Fae! 
bt. are in mind. 
aM They are of interest only to women who make their garments—or 

have them made—after The Ladies’ Home Journal Patterns. 
The superiority of The Ladies’ Home Journal Patterns, in fit, 

style and economy, has led to their use by thousands of women who 
had given up as hopeless the task of making their clothes in a satisfac- 

pet tory manner after the old-time and imperfect patterns. 
The Pattern Publications are regarded as ‘‘ guides, philosophers 

and friends” in matters of dress, therefore, by the vast multitude of 
a home dressmakers whose enthusiastic reception of The Ladies’ Home 
° Journal Patterns has resulted in the record breaking sales of these 

patterns, 
The merchants who sell The Ladies’ Home Journal Patterns hold 

The Pattern Publications in high esteem, both because these publica- 
tions directly build profitable business for their stores and because no 
advertising is carried that is competitive with the interests of retail 
dry goods stores. 

The Pattern Publications Papel Pompe 
interests of the merchants who sell The Ladies’ Home Journal Patterns. 

e THE HOME PATTERN COMPANY, 134 W. 25th St., New York, 

a JEFFERSON THOMAS, Manager of Advertising. 

‘ 
ic 
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Never Forgotten 
OFFICE OF THE ‘“‘(HRONICLE,”’ 

LUDINGTON, Mich., April 13, 1906. 

Printers Ink Jonson, New York, N. Y.: 
DEAR StR—Inclosed herewith find money order for $5, f1r which for- 

ward at once 100 lbs. of your best news ink. The writer has used your 
ink at the Record-Appeal office, in this city, for several years and finds 
it most satisfactory. Yours very truly, CHRONICLE PuB’G Co., 

E. O. McLean, Manager. OMRTR SE C5e 

J ’ 

Every one who buys or uses my inks seems to get into the 
habit of looking for them, and they seldom, if ever, shake 
me. They may change places, or move from town to town, 

or State to State, but the name of Printers Ink Jonson is 

firmly imbedded on their mind. Send for a copy of my 

price list and, after comparing same with the figures you 
are now paying to a credit house, you may feel inclined to 

join the band. You run norisk, as the inks have to be up 
to the highest standard of quality, otherwise the money is 
refunded. Address 

PRINTERS INK JONSON 
17 Spruce St., New York 

AAAAARAAARAAARAAARAAARAAARAAARAAAR AAR AAA RRR AAAAAAAY 

a i 
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To Make 

Advertising PA Y 

ARR. 
Se 
| “BREAK THE RAILROADS THROTTLING GRIP” 

Vie : 

BUSINESS MAN'S | 
MAGAZINE 

The Business Man’s 
Magazine is read: ex- 

clusively by a class of 

men who only need to 

beshown. Every copy 

goes into the hands of 

men who are ready to 

buy if you can show 

them an advantage. 

No other magazine 

covers a field of equal 

commercial fertility, 

nor offers a_ greater 

return to the advertiser. 

Beginning with the 

June number, the Bus- 

iness Man’s Magazine 

will become more than 

ever a necessity to 

every man in the world 
of trade, whether the 

commercial traveler, or 

the merchant who stays 

at home. A series of twelve articles by Hon. Charles E. Townsend, 

Congressman from Michigan will discuss existing evils of the railroad situa- 

tion from a new point of view, and point out a new and logical remedy. 

Business Man’s 

Magazine 
These articles will vastly increase the prestige and advertising value of 

the Business Man’s Magazine. The cos? has not yet advanced. 

cmtnee 

The present is the golden opportunity for the shrewd advertiser. Rates 

and further information on request. 

BUSINESS MAN’S MAGAZINE, Detroit, Mich. 
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READY-MADE ADVERTISEMENTS. 
Readers of PRINTERS’ INK are invitedto send model advertisements, ideas oo window 

cards or circuiars, and any other suggestions for bettering this department. 

“THe ReEcorp-APPEAL.” 

Lupincton, Mich. 

Editor Ready Made Department: 
After reading your department of 

ready made advertisements for several 
years, we write to ask some help upon 
the subject of farming implemenis. The 
stores in this vicinity catering to that 
class of trade carry vehicles, wire- 
fencing, and cream separators, as well 
as implements for tilling the soil and 
harvesting the crops. 
We enclose two advertisements, which 

we are now running in our columns. 
We submit them because we want some- 
thing better, not because we consider 
them in any way a model. We turn 
to you with our problem because we 
know of no other place where we can 
get so much common sense advice in 
so few words, We enclose a stamp, 
but we shall be quite as well pleased 
to have you reply through the columns 
of Printers’ INK, of which we are 
regular readers. Thanking you for 
your courtesy we remain. 

Yours truly, 

Tue Recorp APPEAL. 

The implement ads that come 
to the attention of this depart- 
ment tend to create astonishment 
at the number of words that can 
be used without conveying any 
real information. Those accom- 
panying this letter have the ad- 
vantage of cuts which convey 
some idea of construction and 
operation, but even these ads are 
too general and indefinite. The 
implement user is technically edu- 
cated, so to speak, in the con- 
struction and use of these tools. 
He can appreciate an improve- 
ment when it is explained to him 
and can calculate its value. Im- 
provements must be made in im- 
plements, as in other things. !1 
would seem, then, that the best 
way to advertise implements 1s 
to take them up one at a time 
and tell in what particular each 
is better than it was last year, 
or than others are this year; how 
ball bearings have been added to 
minimize wear and make easier 
pulling for the horses; how a new 
lever gives easier and more com- 
plete control of the discs, ete. 

This may serve to show my 
ignorance of farming implements, 

but it will also be sure to show 
what I am driving at. The ad 
below is a very good one of its 
kind. It starts out with a subject 
that is sure to interest the tiller 
of the soil, but it absolutely fails 

to show that the particular har- 
row advertised is to be preferred 
to any other harrow; in fact, ex- 

cept for the manufacturer’s cut 
in one corner, not shown in the 
reprint below, the ad is a fairly 
good one for all disc harrows. 
The manufacturer's catalogue 
ought to contain data for a better 
ad. If it dvesn’t, the manufac- 
turer ought to furnish the neede1 
information, or complete ads all 
ready for publication with the 
dealer’s name. I confess that I 
don’t know where to look for 
model implement ads, and that 1 
shall be truly grateful if some- 
body who knows where to find 
some will “put me on.” 

GOOD HARVESTS 
demand proper tilling of the land. 
Progressive farmers use Disc Harrows 
for Spring work because they reduce 
the soil rendering it mellow and pro- 
ducing large crops. Our line of har- 
rows is the most complete in Mason 
county. Now is the time to buy. 

Our Prices Are Reasonable. 
F, J. READER & SONS, 

Scottville, Michigan. 

Good Name for a Light Lunch. From 

the Des Moines (Ia.) Capital. 

| What a “4 
Luncheonette Is. 
A Namur Luncheonette is 

the daintiest lunch imagin- 
able. We serve them at our 
soda fountain and an ex- 
pert does the work—sand- 
wiches of all kinds, and every 
sort of drink from finest 
coffee to coldest soda. Try 
one of these delightful 
luncheonettes. They’re clean, 
appetizing, inexpensive and 
satisfying. 

CHAS. NAMUR. 
617 Walnut St., 
Des Moines, Ia. 
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Good Points for a Laundry, 

Laundry Returned | 

One From a Good Series of Real Estate 
Ads Prepared by N. Buckner, Ashe- 
ville, N. C. 

= sl 

There’s Money In | 

Pensacola Dirt! 
We've got a fine list of | 

well-situated vacant lots on 
East and North Hills as well 
as in all sections of the city. 

Buy a lot and build a 
home! 

The moment you place 
lumber and o her building 
material on a lot, just that 
moment it begins to increase 
in value. Or, if you like, 
we can sell you houses al- 
ready built, from the small 
cottages to the more preten- 
tious and handsome resi- 
dences. Lots of them may 
be had on easy terms. We 
invite you to see our list. 
Glad to see you in our office 
any day. 

PENSACOLA INVEST- 

215 S. Palafox St., 

Pensacola, Fla. 

An Excellent Ad for the Class it 
peals to. 

Beautiful and 

Homelike 
A combination seldom 

seen yet easily acquired. 
Even those of most culti- 

vated taste usually lack the 
technical training to com- 
b'ne Wall Paper colors and 
designs in harmony with 
their intended environment, 

To supply this require- 
ment we retain the services 
of expert decorator salesmen 
who are competent to create 
correct decorative schemes 
for individual rooms, or 
your home in its entirety. 
The result is a decoration 
that becomes an_ essential 
part of your home atmos- 
phere. 

It is not necessarily ex- 
pensive papers that produce 
these beautiful and homelike 
effects. You will be surpris- 
ed what excellent decora- 
tions you can secure at our 
store at a very modest out- 
lay. 

NEW YORK WALL PA- 
. PER AND STATION- 

ERY C 

Des Moines, Ia. 

Ap- 
From ihe Des Moines (la.) 

Register and Leader. 

Ever open your laundry 
and find something missing 
or substituted and get no 
recompense? Impossible with 
us. We make mistakes— 
everybody does—but we min- 
imize them by our system. 
We are delighted to confront 
new problems. No _ matter 
how delicate the fabric or in- 
tricate the lace, we return it 
uninjured. Our wagon will 
call. Order it. ’Phone 335 
R. or a postal to 

COLUMBIA LAUNDRY, 
924 Ontario Ave., 

Niagara Falls, N. Y. 

A Pleasant Prospect for Philadelphians 
Attracttvely Presented in the 
letin, 

Strath Haven laa | 
Swarthmore, Penna. 

Opens Saturday, April 28. 

Mr. Business Man: 
Less than a half hour’s 

ride from Broad St. Station 
(express service) and you 
are with your family. This 
is your opportunity if your 
business will detain you in 
Philadelphia all summer. 
Every evening and Sunday 
you can enjoy with your 
wife and chudren— 

Boating, Bowling, Tennis, 
Pool, Driving, Croquet. 
Unsurpassed cuisine. 

Finest drinking water in 
Pennsylvania. 

Write for booklet. 
Rooms can be engaged any 

afternoon after 2. p. m. 
Bell ’Phone. 

Bul- 

How a Local Insurance Company Does 
Business and Tells Of It. 
anbury (Conn.) News, 
— 

D 
From 

This is the Way 
We Do Business 

Fire at William Updike’s 
13 Second ave., Danbury, 
occurred at 9.30 a. m., yes- 
terday. We carried the in- 
surance, and adjusted the 
claim at 11.30, two hours 
after the damage was done. 
No long waits for your 
money, no quibbling, if your 
house or furniture is in- 
sured in the 

DANBURY MUTUAL 
FIRE INSURANCE 

COMPANY, 
Danbury, Conn. 

the 



C. J. Herre & Son, 
Pianoforte Manufacturers. 

From Office: 1117 Chestnut St., 
Philadelphia. 

Editor Ready Made Department: 
We enclose herewith a few of our 

recent advertisemenis, Will you kindly 
advise us, through your columns, if 
you consider these good advertising? 
“ The iwo single column ads are de- 
signed to tell a good, strong, convincing 
story in a moderate space. 

Yours very truly, 
J. W. Irwin, Adv. Mgr. 

Without being an expert in 
piano construction, I probably 
know as much about pianos as 
the average buyer, and it seems 
to me that these are good ads. 
I suppose a man selling a piano 
with only one sounding board 
would have no difficulty in prov- 
ing that one is better than three; 
but the Heppe ads certainly make 
three sound three times as de- 
sirable as one. However that 
may be, the “tone jurors” scheme 
is a new one on me. There’s a 
certain novelty in the idea of tone 
jurors “sitting on a piano case” 
that will appeal to many, and no 
doubt to some it will carry an 
insurance of perfect tone and cor- 
rect price in the instrument. But 
others will wonder whether the 
jurors act without pay, and how, 
nc matter how conscientious, they 
can accept payment for the ser- 
vice without being slightly biased. 
Anyhow, the novelty of the idea, 
in connection with the three 
sounding boards, is sure to at- 
tract a lot of favorable attention 
—and that means something in 
the way of sales. 

HEPPE PIANOS 
have three sounding boards; all others 
have but one. The increased sounding- 
board area thus provided, of course, in- 
creases the resonance and improves the 
tone. No other upright piano can pos- 
sess the wonderful singing quality of 
the Three Sounding-Board instruments. 

By our system of certified pianos, the 
buyer is safeguarded against the pur- 
chase of an imperfect instrument, or an 
instrument priced too high for its value, 
Two or more Tone Jurors personally 
test every piano as it comes from our 
factories, and seal to the back their 
opinion as to its tone, action and money 
value. These Jurors are disinterested 
parties; they are men who could not 
afford to approve a poor piano. 

The Tone Jury: 
Hugh A. Clarke, 
W. W. Gilchrist, 

PRINTERS’ INK. 

Thomas a’Becket, 
Samuel L. Herrmann, 
Henry Gordon Thunder, 
William Stoll? Jr. 

Write for handsome booklet describ- 
ing pianos. 

C.. J. HEPPE & SON; 
3 Stores, 1115-17 Chestnut St., 

6th and Thompson. 

This One Was So Set Up That It 

Fairly ‘“‘Hollered” at Me from a Page 

of the Utica (N. Y.) Observer. 

Everything For 
Building. 

Lumber, interior trim, 
cabinet work, glass. We 
have 3 large yards of the 
best quality lumber, so are 
enabled to supply your needs 
quickly and satisfactorily. At 
our: large shops we turn out 
the very finest grades of 
woodwork. Get our prices 
before contracting. 

CHAS. C. KELLOGG .& 
SONS’ CO., 

Main Office and Yards, 

Seneca St., Utica, N. Y. 

A Good Scheme, as Shown by a See- 

tion of the Myers Co.’s Ad in the 

Albany (N. Y.) Times-Union. 

What May Be 
Bought With $5. 
The services of a financial 

expert are not required to 
figure out the profits to be 
gained by improving the ad- 
vantages. cited. A brief 
glance over the comparisons, 
tells just what the returns 
will be, and how well worth 
while they are of being pick- 
ed up, but it is necessary to 
be prompt. 

200 Voile Shirt Waist 
Suits, value $12.50, for the 
sale, $5. 

75 Winter Coats, values 
from $12 to $20, for the 
sale, $5. 

21 Odd Fur Pieces, values 
from $15 to $30, for this 
sale, $5. 
77 Misses’ Gretchens, 

values $12 to $18, for the 
sale, $5. 

105 Skirts for Women, 
values $6.98 and $7.50, for 
the sale, $s. 

43 Covert and _ Tourist 
Coats, values $10 to $20, for 
this sale, $5. 

JOHN G. MYERS CO., 
Albany, N. Y. 
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bury (Conn.) News. 

PRINTERS’ INK. 

A Good Refrigerator Ad from the Dan- 

The Chest With 

the Chill In It, 
the chill that don’t come 
out till a long time after the 
ice is all gone out of most 
of the other kinds of refri- 
gerators, 

The “Stone White” Re- 
frigerators are great ice 
savers. That’s an important 
iem, but food saving is 
more important; means more 
money saved; means better 
health conditions, 

The “Stone White’ is one 
of the line of ‘White 
Mountain” Refrigerators, 
and the best of its kind. 
We’ve other metal lined 
“White Mountains” at lower 
prices, all of them good, as 
compared with the best of 
the other kinds. 

DANBURY HARDWARE 
COMPAN 

Andrews Block Main St., 

Danbury, Conn. 

From Strawbridge & Clothier’s 

Page Ad in the Philadelphia Bulletin, 

= 

Bed Spreads 
for Summer 
Not so heavy as to be op- 
pressive, but just the right 
weight to be comfortable if 
you need to “pull up the 
covers” on a coolish night. 
Buy them to-morrow and se- 
cure these savings: 

$1.40 Crochet Spreads— 
now $1.10. 

$2 Dimity Spreads—now 
$1.25. 

$2.50 Marseilles Spreads— 
now $2. 

$3.75 Satin-finish Mar- 
seilles—$3. 

Mitcheline Spreads at 
$2.50—A special price. <A 
favorite Bed Spread — for 
years’ with housekeepers. 
They have the high-class 
look of the finer Marseilles 
Spreads,* but are not so 
heavy. All the desirable 
color-effects. 

STRAWBRIDGE & 
CLOTHIER, 

Philadelphia, Pa. 

Full 

— 

This One from the Wakeeney (Kan.) 
Independent Is All Right For a Gen- 
eral Announcement, But It is Better 
To Describe a Single Implement, its 
Improvements Over Others,  etc., 
Merely Mentioning the Other Kinds 
Carried, Than Taking Them Up in 
Detail in Subsequent Ads. 
— 

Implements. 
Economical and successful 

farming depends not a little 
on the tools used. The best 
is always the cheapest to say 
nothing of the comfort of 
man and team. We have 
just received a carload of the 
best up-to-date implements 
including plows, listers, cul- 
tivators, harrows, etc. 

Come and see them and 
let us save you money, time 
and patience. 

W. J. WILLIAMS, 
Wakeeney, Kans, 

Calculated to Create a “Large Thirst.” 
From the Albany (N. Y.) Times. 
Union. 

What’s White 

Port ? 

Why, just the nicest Grape 
Wine you ever tasted. 

Made of the true fruit. 
Pure as can 
A real thirst quencher, 
Equally good as a tonic. 

FIFTY CENTS 
For a full quart—try a 

bottle. 

WINCHELL & DAVIS IM- 
PORTING COMPANY, 

504-506 Broadway, 

Albany, N. Y. 
Open Evenings. Both Phones, 

Prompt Delivery. 

Good One for a Carpet Cleaner. From 
the Utica (N. Y.) Observer. 

Our Rope Wheel 
Carpet Cleaner 
Cleans any carpet perfectly 
without the slightest injury 
to the fabric. The excellent 
service and small cost com- 
mend our process to every 
house-cleaner. A phone call 
brings our wagon. Carpets 
taken up and re-laid if de- 
sired. 

WESTCOTT’S LAUNDRY 
AND CARPET CLEAN- 

NG, 
225 Genesee Street, 

Utica, N. Y. 


